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Theme: The Power of Partnerships
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Key note Speaker

Dr. Ben Kajwang', Phd, MBA, B. Comm. (Hons), FCII, FIIU, FIIK, AIRM, Chartered Insurer and Risk
Mngt Consultant, Certified Pensions Trustee Consultant

Director/CEQ, College of Insurance , Kenya

and
Immediate Former President - African Insurance Organization (AlO)

NPT

> N

AX KX
\\\ [ /4
v
COLLEGE OF INSURANCE

bydh nction I ‘

R




e

e RIBAAPROCAS ‘2

Quote

“If you want to go fast, go alone, if you want to go far,
go together”.

~African Proverb
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Introduction

Partnership is crucial to the growth of any business venture.

Merchants and traders from time immemorial have made use of the principle of a strategic
partnership to conduct their businesses; the trend is still very much applicable today.

A partnership manifests itself in different forms, ranging from business owners cooperating
to invest in a project to share technical knowledge and ideas between firms.

Whatever any business does, it is important to look for the right partnership agreement
that benefits both parties.
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Factors to consider before choosing a partner

* 1. Trust and Respect

 When starting a business, the secret to the success of every partnership
agreement is rooted in trust and respect between the two partners.

* You must be able to trust the decision making, temperament, vision, and
competence of your partner and vice versa.

* Make sure to respect one another’s abilities and personalities.

* “If people like you, they will listen to you. But if they trust you, they will do
business with you.”- Zig Ziglar
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2. Brand Alignment

* Before starting a partnership, know exactly what each business does
and how your brands align.

* Form an alliance which has a way of setting goals and simultaneously
propagating the objectives of each business.
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3. Similar Values and Shared Goals

* It is important to form a partnership agreement with a firm whose
corporate goals and values augment your own.

* There are firms whose main focus is to make a profit and maximize
shareholders wealth, while others are more concerned about
corporate social responsibility and puts profit making as a secondary
objective.

* Partnering with a business that doesn’t share primary objectives may
lead to a clash of values and risk driving a wedge between the firms.
This will likely lead to the death of the agreement.
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Benefits of Strategic Partnership

2. Competitive
Advantage

(o All of the knowledge\

would be put into
use to further build
your brand and
business in the future

e Partnerships increase
your lease of
knowledge,
expertise, and

resources

\ 1. Access to

Knowledge
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3. It Enhances Your
T Credibility
and Image

4. 1t Increases Your

( Customer Base

¢ Increased customer
base

/
® access to more
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knowledge,
innovation, expertise,
and funds

— 3 Long Term Stability
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e 1. Access to Knowledge

* Firms need a wealth of knowledge and that knowledge comes in bounty with strategic partnership
agreements.

* This gives you the opportunity to grow and learn from another’s perspective.
* All of the knowledge would be put into use to further build your brand and business in the future
* “An Investment in knowledge pays the best interest” ~ Benjamin Franklin

e 2. Competitive Advantage

* Partnerships increase your lease of knowledge, expertise, and resources available to make better products
and reach a greater audience.

* All of these put together along with 360-degree feedback can skyrocket your business to great heights.

* 3. It Enhances Your Business’ Credibility and Image
* The right business partnership will enhance the ethos of your firm.

* When firm that share the same goals and vision join forces, the influence and strength of each organization
can grow dramatically.

* Stronger business provide better products and deliver more qualitative services to customers, which boosts
overall brand equity.

— * Alone we can do so little; Together we can do so much. ~ Helen Keller
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e 4. |t Increases Your Customer Base
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Through a functional strategic partnership
ggreement, your business would grow its customer
ase.

There are a lot of ways through which this can be
attained.

It could be through a direct agreement you have with
a firm who offers products that are complementary
to your own.

A car manufacturer who forms a partnership
agreement with a tire manufacturer may have an
agreement in place that makes everyone who orders
for a new car to get their tires from the firm they are
in agreement with and vice versa.

This alone would help you in growing your customer
base as customers are drawn to great products and
services.
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* 5. Long Term Stability
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* The goal of all businesses is to remain relevant for a long time and reach its
set corporate goals.

* Having business partners mean you are no longer operating in isolation. You’ll
have access to more knowledge, innovation, expertise, and funds.

* The bottom line? A great business partnership makes you better, lifts up your
weaknesses, and enhances your strengths. In the end, this is all you need to

be relevant for a very long time and help your business achieve its objectives
and key results.
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STRATEGIC PARTNERSHIP FRAMEWORK

Assess
Effectiveness
of partnership

Strategic
Partnership

Framework
Establish and

Manage Identify Type

of Partnership
for Outcomes

Partnerships

Define Roles
and Identify
Responsibilities Potential
Partners
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Components of a Successful Strategic Business Alliance

©

COMPONENTS
of a

Successful Strategic

Business Alliance

#1 #5

It should be tied to Mitigate a

the success of the significant risk to

core business goal the business.
or objective.

- It should be critical to the Create or maintain
- development or maintenance of strategic choices for
v a core competency or other #3 the firm.
COLLEGE OF INSURANCE 7
Driven by distinction - source of competitive

Block a competitive

F I B (| I e |




Characteristics of a Successful Strategic Business

Alliance Partnership

Clear&Common Vision

Shared Obijectives

Mutual Needs

Strategic Fit /
Complementary Strength

Senior Management /
Champion Involvement

Shared Risk

n
i
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Shared Reward
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Successful
Alliance
Partnership

Appropriate Scope

Shared Control

Team Problem Solving

Shared Decision-making

Cultural Compatibility

Mutual Trust

Measurable Goals

Partner Accountability

P
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What to look for in strategic partnership

08. Shared Control 01. Shared Vision

Common governance and steering in Determine what you want to accomplish
place. E.g. shared steering together in the strategic partnership. E.g.
committees on different levels etc. future wanted state in the partnership setting.

07. Shared Risk

In case of any pitfalls in the
partnership, ensure shared risk.
E.g. shared cost of delay efc.

02. Shared Objectives

Set tangible objectives and goals about what you
should meet within the frame of the partnership.
E.g. In 202X we will have fully autonomous
vehicle managing a specific ODD and use cases
and fulfilling all legal requirements and
regulations.

Mutual Respect

Mutual Benefit

06. Shared Resources

Work together! Make necessary
adjustment, e.g. co-location if

03. Shared Benefits

4 » Ensure shared benefits from a
Sustainability / successful partnership. E.g.

needed. revenue sharing models.
— 05. Shared Information 04. Shared Processes
‘!\!," Embrace transparency with regards to Make sure to have common and compatible

COLLEGE OF INSURANCE information. E.g. ensure all documentation 4 processes in place. E.g. development

on a shared workplace. ironments, compatible CI/CD chains etc..
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Benefits of Strategic Brand Partnerships

Acquire new
: customers
Foray Iinto | .
new markets Reduce risk

and costs
| \ Shape brand
. '. D perception
5benefitsof P
strategic brand §
— partnerships

W ®.. Createa
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How can businesses maximize the benefits of a strategic partnership

Define the goals of the Align the partnership
partnership with company strategy

Build trust and
communication

Measure success
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Experienced
Resources

Strategic
Partnership

for Your Business 3
Financial
'O
Business
Automation
— Development
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Strategic Partnership Drivers

based on a survey of based on a survey of more than 330 senior management executives in countries around the world
September 2021

New ideas, insights and innovations _ 44%
Complexity and pace of business NN 35%
Growing and increasingly diversified customer base _ 34%
Lack of internal capabilities or resources NN 510
Additional competencies or proficiencies _ 23%
Increased competition _ 22%
Geo-expansion NN 21 %
Solution selling and technology integration _ 21%
Go-to-market challenges | NG 17°%
Financial limitations || NENEGNNE 13%
Local market requirements || NN 9% "What is driving the need

— Market consolidation _ 8% :‘or creatingdthird-party .
0@ 0, - inkages and alignments?
\\\ 1/
A other [l 3%
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What are the benefits of having a strategic partner

Increased Profitability

Increased Efficiency
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The Benefits of Strategic Partnerships

» | Access to new markets

= A

Reduced risk

Increased efficiency New customers

> N

Enhanced resources
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The Insurance Ecosystem
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Internal environment

Owners

Managers

Employees

Exclusive agents

Contribute capital,
undertake risks

contribute knowledge,

perform the assigned
tasks, participate

sell insurance, participate
in defined processes,

E associated with the qualifications in defined processes, contribute knowledge
Q launch of insurance and managerial skills, contribute knowledge and and qualifications
s’ activities and the make decisions qualifications
() insurer’s operations
> Insurance company
A, busi llaboratin
O usinesses collaborating
Q Private and buyers of insurance with insurers in different outsourcing
Ll institutional clients products market sectors companies
Q supervisory authorities,
LC) Insurance independent insurance providers of support and insurance
G intermediaries agents, brokers educational services organizations
- insurance companiesina |consulting companies, providers
> Competitors life and non-life market | providers of training and of business support
V) sector advisory services services
E bancassurance — bank research
Banks cooperation with universities, research and development
the insurance company institutes organizations
navigators of social and
g entities receiving environmental changes members
."‘i‘é’i; Reinsurers F)ortlon of 'Fhe that improve living of the community
COLLEGE OF INSURANCE insurance risk standards
oo : & External environm i .
“‘ | $takehom!.‘sburce: oereIaboration. ( m |
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The Insurance Ecosystem

From personalization and improving customer experiences to the need for more speed and agility,
today’s insurance industry is faced with constantly changing challenges and opportunities.

Insurance industry leaders are racing to become customer centric, and that’s hard given that
insurers’ systems are all product centric.

Property and Casualty is in the middle of this transformation, and in many ways is much further
along than life and healthcare.

Carriers have to know their customers and act like it with personalized products and customer
experiences if they want to remain competitive and relevant.

As a result, there are great opportunities for customer-centered, functionally rich cloud-native

- platforms.
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The Insurance Ecosystem ....cont

This is an era of unprecedented change for the insurance sector. New technologies, new
customer expectations, new regulations and new competitive pressures are rapidly
disrupting the traditional insurance business model. In this environment, insurance
organizations have no choice but to adapt.

At the same time, insurers are increasingly starting to recognize that their current
organizational structure and culture may not be conducive to achieving the type of real,
sustainable and value-creating change and innovation needed to compete in this new
world. New models, new ideas and new partners must be found.

Executives are starting to recognize the power of alliances.
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The Insurance Ecosystem ....cont

Yet our experience and our data suggest that insurance organizations are struggling to create the types of dynamic business
models they need in order to survive and thrive in this new environment. The complexities are significant: issues related to
control, culture and intellectual property must be balanced against considerations such as cost, resources and risk; customer

preferences must be balanced against regulatory restrictions; and future growth opportunity must be balanced against short-
term profit requirements.

Nearly 70 percent of insurers now believe that partnerships, not in-house efforts will characterize the future of innovation for
their organization.

In today’s rapidly-changing and complex competitive environment, the need for new ideas, new skills and new opportunities
is obvious.

At the same time, the majority of insurance executives also recognize that — while some change can be catalyzed from within
- — the greatest opportunities will likely come from outside of the organization.
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The Insurance Ecosystem ....cont

insurers are now increasingly focused on creating alliances and partnerships to drive new growth, create
new channels and drive new innovation.

The Insurance Innovation Imperative found that 43 percent of insurance organizations have already
developed partnerships with academics and other third parties.

More than a third have developed innovation hubs or labs to ‘incubate’ new ideas for their organization
or group.

“There is no doubt in my mind that the future will be won on the basis of the alliances, partnerships and
joint ventures formed by insurance companies today. Anyone that thinks they can survive on their own in
= this environment is fooling themselves.” — Gary Reader, Head of Global Insurance, KPMG International
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External Innovation Ecosystem
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Creating the right operating model

Key questions will need to be answered across a number of areas:

e Partnership strategy: How does the partnership align to the group’s corporate strategy and \
what level of integration will be required to achieve success?

e Product offering: Will the insurer offer their traditional product portfolio, create a new
portfolio of products tailored to the broker, or a combination of both?

e Branding: What role will the insurers’ brand play in the sales channel or will a new ‘co-brand’
be created?

e Sales channel: Will the sales channel be managed by brokers staff only or will insurance agents
— embedded or via referrals — play a role?

e Sales approach: Will sales representatives be opportunistic, responsive or proactive when
selling the products?

e Operating platform: Will the partnership require a standalone IT platform or will it be
integrated into the banks’ and insurers’ IT systems?
? \
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Factors for successful bancassurance relationships

* Simple, standard products
¢ Bundled with banking products

* Complementary to the range of
existing banking products

Attractive
Products

Effective
Training

¢ Training included in the
general banking curriculum

* Emphasis on recognizing
cross-sell opportunities and
bundling bank and insurance

* Ongoing support provided strategy

. by product specialists

Source: Power of Alliances, KPMG International 2015

products Clear partnership incentives in ling with

(L)
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* Clearly defined processes and
interfaces (bank/insurerfagent):
— Customer acquisition/sale

— Cross-selling & up-sellin
Efficient J J
Operating
Model

— Post sales service and claims
management

* Clear definition of responsibilities
in the sale process (e.g. lead
generation vs. sale)

Compelling
Incentives

* Incentives at least on par
with industry averages
explicitly included in annual
targets of banking branches

* Specific insurance

banking products’
remuneration scheme

* Potential referral incentives .

Well defined strategy on a win to win basis

Clear understanding of decision-making authorities, benefits
and risks

Transparent division of responsibilities, including a mechanism
for managing day-to-day operations and ensuring orderly dissolution
at the end of the arrangement

Sense of identity for the Bancassurance community

Clear and compelling communications around insurance
contribution to group value creation
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5 key takeaways

1. Keep your eyes wide open: Take the time to fully understand the objectives, motivations and exit
strategy of your partners before getting into the details.

2. Assess the value: Ensure that the partnership aligns to — and helps advance — your corporate and
growth objectives.

3. Understand your willingness to commit: While long-term tie-ups can lock down competitive
advantages, they can also lead to long-term challenges.

4. Think through the operational considerations: Carefully consider how the relationship will operate at a
functional level and what governance and operating models will be required to support that.

5. Consider the critical success factors: Understand what it takes to sustain a mutually beneficial

.<e -. relationship over the long-term
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Quote

“Great things in business are never done by one person. They’re done
by a team of people.”

~ Steve Jobs
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The Future of Insurance: Successful Partnerships with
Service Providers

Insurance companies can partner with qualified service providers to expand service offerings and
attract new customers.

Partnerships with providers in areas such as healthcare, home security, and car repair allow for more
comprehensive coverage and added value for policyholders.

Collaboration with service providers can improve operational efficiency and reduce costs.

Key factors for successful partnerships include leveraging technology and data analytics, seeking out
complementary partners, and effectively managing partnerships.

Insurtech partnerships can leverage technology innovations designed to make the insurance model
more efficient.

Digital and virtual healthcare partnerships offer more affordable and effective healthcare solutions

";_ﬁE;to policyholders.
ot a1 ok
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The Future of Insurance: Successful Partnerships with
Service Providers ....cont

Home cleaning, pest control, and handyman services partnerships offer value-added services to
policyholders.

Financial services partnerships offer a broader range of financial products and services to
policyholders, such as investment management and retirement planning.

Home automation and security partnerships offer value-added services to policyholders through
smart home technology and home security monitoring.

Renewable energy partnerships offer sustainable and eco-friendly service offerings and partnering
with renewable energy providers to offer innovative solutions to policyholders.

Climate risk management partnerships offer innovative solutions to mitigate the risks associated
with climate change.

Healthcare, wellness, and prevention partnerships offer innovative solutions to policyholders such as

a5 virtual medical consultations.
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Setting Up Successful Insurance Partnerships

With maturity and fierce competition across the insurance landscape, partnerships with
massive distributors — in bancassurance and beyond (e.g., utilities, retail,
telecommunications) — have emerged as an increasingly popular alternative to achieve
growth targets.

Competition to sign an agreement with a relevant partner is intense and costly, and once
an insurer achieves that milestone, failing to capture the expected value emerges as a
worst nightmare.

This Viewpoint provides a practical guide to achieving an agile partnership launch that will
drive credibility from day one and establish the foundations for a successful alliance.

T,
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Fundamental steps to ensure successful implementation

1. Define and align the short-term partnership vision.

e After signing the partnership agreement, it is essential to ensure full alignment between thh
partners on the short-term milestones and the vision of the alliance during its first year. This
agreement and alignment should be built around five key pillars:

e Roadmap of distribution channels — which channels to develop during the first months and
definition of specific readiness dates.

* Value proposition to be developed — which products to launch, level of customization, and
launch dates.

e Operational features for launch — definition of main features of end-to-end operational
model (e.g., customer onboarding, claims and complaints processes, customer
communications, product approval by both insurer and partner, service control, service-
level agreements [SLAs], and measured KPIs).

e Working teams and resources devoted to alliance setup — the teams needed to execute the
implementation and the amount of resources that each party will dedicate.

e Governance and coordination model for joint work — defining the forums through which

> N

o the short-term vision implementation will be coordinated and their main characteristics
COLLEGE OF INEURANCE (responsibilities, participants, periodicity).
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Fundamental steps to ensure successful implementation

2. Develop the Alliance Implementation Plan (AIP).

e |t is essential that each milestone/initiative contains the
following items:

e Owner and applicable working team (out of the ones
defined during previous stages).

e Start and end date.
e Dependencies with other milestones/initiatives.
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Insurance Partnerships in Africa

Sanlam and Allianz - 2022

Jubilee Insurance and Allianz forge strategic partnership — 2020

Octagon Africa partners with Jubilee insurance — 2021

M-TIBA Partners With Britam To Drive Growth Of Health Insurance In Kenya — 2021

The Association of Kenya Insurers launched a Claims Registration Application (CRA)

uﬁ “

> N

oo that eases the process of reporting motor insurance claims for customers.
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What is likely to be achieved as a result
of Successtul Partnerships?
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Outcomes of Partnerships in Insurance Industry

1. Innovative marketing

e Insurance intermediaries
bring innovative marketing
practices to the insurance
marketplace.

¢ This deepens and
broadens insurance
markets by increasing
consumers’ awareness of
the protections offered by
insurance, their awareness
of the multitude of
insurance options, and
their understanding as to
how to purchase the
insurance they need.
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e Intermediaries provide
customers with the
necessary information
required to make
educated purchases/
informed decisions.

e Intermediaries can explain
what a consumer needs,
and what the options are
in terms of insurers,
policies and prices. Faced
with a knowledgeable
client base that has
multiple choices, insurers
will offer policies that fit
their customers’ needs at
competitive prices.

By

e Intermediaries gather and
evaluate information
regarding placements,
premiums and claims
experience.

e When such knowledge is
combined with an
intermediary’s
understanding of the
needs of its clients, the
intermediary is well-
positioned to encourage
and assist in the
development of new and
innovative insurance
products and to create
markets where none have
existed.

Bl onalhab) alon b 1
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4. Sound competition

e Increased consumer
knowledge ultimately
helps increase the
demand for insurance and
improve insurance take-up
rates.

e Increased utilization of
insurance allows
producers of goods and
services to make the most
of their risk management
budgets and take
advantage of a more
competitive financial
climate, boosting
economic growth.

u\—‘ “
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Outcomes of Partnerships in Insurance Industry

8. Self-insurance

e Quality of business is
important to all
insurers for a number
of reasons including
profitability, regulatory
compliance, and,
ultimately, financial
survival.

e [nsurance companies
need to make sure the
risks they cover are
insurable — and spread
these risks
appropriately —so they
are not susceptible to
catastrophic losses.

* By helping to reduce
costs for insurers,
broker services also
reduce the insurance
costs of all
undertakingsin a
country or economy.

® Because insurance is
an essential expense
for all businesses, a
reduction in prices can
have a large impact on
the general economy,
improving the overall

competitive position of

the particular market.

* Risk managers

increasingly use
enterprise risk
management tools to
allow them to
understand their risk
profile, identify cost
drivers and analyze
enterprise-wide risk.
Some intermediaries
are active in providing
such tools.

¢ One of the functions of

some insurance
intermediaries is to
help clients manage
their risks, improving
their risk profiles and
reducing the likelihood
that an insured event
will occur.

e Self-insurance can take
many forms.
Policyholders can
assume higher
deductibles or accept
lower amounts of
insurance coverage.

e Self-insurance
programs, however,
must be carefully
balanced with a well-
managed loss control
program to minimize
the exposure a
business faces and to
protect third parties
that are injured.

¢ That is where skilled
intermediaries come in
—to act as consultants
in designing programs.

Rwands Insurance Brokers Association
Association Professionnelle des Courtiers ' Assurance

¢ Creating a captive

insurance company is a
popular risk-financing
alternative, especially
when insurance costs
are high.

e Captives are also

popular options for
commercial enterprises
that want to finance
and control their risks.




Program Governance Structure

fi

Strategic

x

Tactical
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Session

v

Steering

committee

Joint alliance

management
meeting

Iinternal
coordination
meeting

Joint
workstream
meetings

Driven by distinctior - Source: Arthur D. Little

| |

Cadence
v

[

Bi-monthly

Main attributions

v

Strategic alignment, overall monitoring & decision
making on critical issues

Highest governing body of the alliance, with full
powers to amend or cancel any resolutions of the
operations committee and the working teams

Overall program status review & weekly monitoring
Decision on short-term critical topics & roadblocks
Timeline alignment, scope change mgmt, project
issue mgmt

Decision on escalation topics to steering committee

Internal update on what has been done in the last
week/what is planned for the upcoming week/
roadblocks/discussion of tasks/improvements in

the area of delivery, prioritization & Issue assignment

Cross-functional & cross-organizational meetings
Workstream coordination & alignment of members
between all involved organizations

Share level of progress, manage short-term
dependencies & coordinate next steps

[] ."-|
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Participants
v

Insurer + partner

Insurer + partner

Internal

Insurer + partner



Facts and Statistics
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Global Insurance Penetration Rate

Penetration rate
2021 2020
Life NHon life  Total Life Non life Total Life NHon life  Total

Evolution 2020-2021

Europe 2.70% 2.30% 5.00% 2.60% 2.30% 4.90% 3.80% 0.00% 2.00%
Latin America and
the Caribbean 1.30% 1.70% 3.00% 1.40% 1.70% 3.10% -7.10% 0.00% -3.20%

Middle East 0.30% 1.40% 1.70% 0.30% 1.50% 1.80% 0.00% -6.70%  -5.60%

World 3.00% 3.90% 7.00% 3.30% 4.10% 7.40% -9.10% -4.90% -5.40%

N
s @ 0o

\\\ / /4

N\ | 1 | .
COLLEGE OF INSURANCE ' AtIaS MagaZIne 2023 ' '
Driven by distinction )




N
s @ 0o

\\\ /4
v

COLLEGE OF INSURANCE

# RIBA/APROCAS

rs Association
‘Assoclation Professionnelle des Courtiers d"Assurance

Insurance Density by Region

Figures in USD
2021 density 2020 density

Non life Total Non life Total

Asia Pacific 242 161 403 265 166 431

Latin America and the Caribbean 112 146 258 100 131 231

Africa 33 16 20 38 17 33

World average

Atlas Magazine 2023
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Africa Insurance Statistics

Francophone  Anglophone Southern
Africa’ West Africa Africa®

3.5% 2.8% 3.8%

GWP type in Africa by region in 2020, %

North East Angola® South Africa
Africa® Africa®
48.3
8.8 . 0.8
3 .
12.9% 4.8% 1.2% 70.6%

Nonlife insurance Life insurance

Francophone Africa' |

70 30

Anglophone West Africa. | D

56 44
southern Africa’ [ AR
486 54
North Africa®
63 37
East Africa” [ I
63 37
angola* ||
98 2
South Africa

byl'nominal G
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Most African countries have experienced double-digit growth in gross written
premiums over the past five years.

Rwands Insurance Brokers Association
‘Assoclation Professionnelle des Courtiers d"Assurance
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Growth and market concentration of gross written premium (GWP) in Africa by region, 2017-21

35 | . F Circle size =
aster growing; aster growing; GWP, $ billion
less concentrated ® Malawi’ more concentrated

30

25 ‘ Ghana

CAGR in 20
2017-21
(local currency
unit), %

Tanzania'

Botswana'

Slower growing;
more concentrated
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Africa Insurance Market 5 years from now

African Insurance Market
Market forecast to grow at a CAGR of 7.2%

Compound Annual Growth Rate (CAGR)
USD 123.8 Billion

USD 81.6 Billion
2022 2028
s

COLLEGE OF INSURANCE _ RESEARCH 1D MARKETS
Driven by distinction https.//www.researchandmarkets.com/reports/5769061 THE WORLD'S LARGEST MARKET RESEARCH STORE
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Chart 21: Growth of Premiums Chart 22: Premiums growth per Category ” ";
140 —
35%
120
Province / Region Rwanda " . o . 30%
@ st o) New Province / Regions and New Admin District Boundaries 100
g NORD (1) 25%
OUEST (1)
) o) 80 20%
[ VILLE DEKIGALI (1)
60 15%
New District Boundaries
40 10%
D New District Region
5%
20
0% . - - -
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wm Premiums in Value ——Growth(%) ——— Life Insurers Growth(36) LHSA

Source: National Bank of Rwanda

g Chart 23: Claims
GORORERO

Y. 4 A 30
Al 30

¢ — ey N 25

> 3 20 18 18
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{  BUGESERA f 10
5 5

o = : ' ' ' ‘
= - ' June-17 June-18 June-19 June-20 June-21 June-22

Source: National Bank of Rwanda

Insurance and reinsurance Intermediaries

companies Insurance brokers 14
Non-life 9

— . Reinsurance brokers 1
e Life 3 General agents 914
Total 929

Corveny dsznclenetrati Total




LY
RIBA/APROCAS ";f,;i

Rwands Insurance Brokers Association
‘Assoclation Professionnelle des Courtiers d"Assurance

The Place of the Insurance Broker
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Traditional Insurance Distribution Chain

Insurer

Managm% 'agrfral Agent

Broker / Retail agent
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THE CHANGING ECOSYSTEM OF DISTRIBUTION CHANNELS

Partnerships with community organizations helped many insurers lsunch into
this new market’s segment. Providers are moving away from partnering with
community organizations and focusing on partnerships with retailers, utility
companies, governments, mobile network operators (MNOs). Microfinance
institutions (MFIs), banks, and agent networks remain a constant partner for
many providers. Here is a stylized view of this trend.

FOR INCLUSIVE INSURANCE

USE OF DISTRIBUTION CHANNELS

Community
e Organizations
[y "

s\ /2

Banks
Agent Networks

MFls
Retailers
Utilities
Governments

MNOs
Workplaces

COLLEGE OF INSURANCE TIME
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TINSURANCE
POLICY

[ 5y
SO

i :
Wy :
~wrr Trend 1:
COLLEGE OF INSURANCE = = -
Driven by distinction New Models, - Al & Automation -

Personalized : for Faster

—a

Advanced
Analytics &
Proactiveness

RANCE INDUSTRY

INSURANCE
POLICY

——N O

Trend 4:

InsurTech
Partnerships

Mainstreaming
Blockchain
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The Fiduciary Relationship

Fiduciary Relationship B e

_____

-
ey
.

.-"‘-r

L Inzurance Broker Agreement N

Paotential Binding Autharity
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INSURANCE BROKERS

Life is full of financial & Emotional Upheavals

Financial Upheavals

Insurance Provides Security Against

Financial upheavals due to fire f EQ /
flood f machinery breakdown

Thanl: you &

~ Keep Smiling

Difficult for everyone to
choose the right policy
out of available insurance
policies & insurance at
the lowest price.

Emotional Upheavals

Make it Simple & Easy through
Insurance Broker

A
——— 15N
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ebe 2e Conrter € aamamcn .
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INSURANCE BROKERS —

Activities Performed by an Insurance Broker

Assist customers and insurers
through various value-added
services.

Help customers during the serving
and claims stage.

Provide underwriting information
and other services such as
modelling to insurers.

Help customers in deciding among
quotes and policies.

Highlight market knowledge and
insights to customers, including
insurance covers and terms.

This is a sample text that you can
edit. You can change font (size,
color, name).

Understand client’s business and
risk management philosophy.
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Customer Loyalty

High Banks
« Existing insurance tie-ups
» Complementary
Telcos product offerings
Smart-phone OEMs + Open to new partnerships
. In_tegratinn only for OEMs (for example, Netflix, Amazon)
with embedded apps « Ease of operations integration
+ Strong tech capabilities
@

. Payments?
oegree o ey
fust::n':er crucial part of
oyalty E-Commerce super-apps

+ Large variety of offerings « Ability to deliver
to attach insurance . a wide range
+ Strong data monetisation of services
Ride-hailing + Food-tech
* Need innovative insurance
offerings directly linked to
products/services provided
Low
— Low Frequency of interaction High
\\\ / /4
s\ /2
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Growing Market Position through Strategic Partnerships in Healthcare

1,100 partner @

checkup centers
DIAGNOSTICS

3,100 partnear
hospitals and ﬁ
dinics
HOSPITAL

&l Powered
medical team of

—— BEE pecple
s @ 0o
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s Customized healch
plans 1-stop
PAYERS

payment

+

Platform driven
partnerships
making Ping An a
prominent player in
healthcare

7.500 partrer
pharmacy cutlets

&>

PHARMACY

L0000
external doctors

Yooy
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Digitalization of the Insurance Products

RIBA/APROCA
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Housing Digital
MOblIlty 06 33 Health
Travel 2.0 6.0
and hospitality
Auto & :
3.6 = Public
LEMONADE Bk Lt services
Private and 4.4
digital health
Cloﬂii_ng .
— Insurance Recreation g
— \ and culture
B2C = - Hewan
marketplace -
8.3 ,
L Management™ .
Machinery " of companies
and equipment @ o © Global
corporate
services
2.9
N
TN coto! 828
v nar etp ace services
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Insurance and Technology

1. Al component . . 3. Managed service 4 Cross-telco 5. Collaborative
partnership L EpELile S LIy partnership development

* For incorporating * Partner with vendor = Similar to existing * Some telcos are * These are typically
generalist Al fo optimise a long term partnering with each pursued by telcos
technology into specific area or partnerships other in order to pool with big ambitions in
Services or process process, based on between telcos and resources and Al and a strong
optimisation existing products vendors knowledge and gain desire to push

that can be tailored economies of scale beyond productised

* E.g. Natural to the individual * May be the best in their platforms solutions
language operator fairly option in an area
processing, quickly that a telco feels is +E.g. Orange and DT = Usually multi-year
computer vision, not its key co-developing their agreements with
RPA *E.g. NOC differentiator with virtual assistant smaller telco

: : automation / service customers or in the platform. Each has focused analytics

* Key considerations assurance, energy Al field their own assistant companies
include data privacy optimisation, load _ (Djingo / Magenta)

! exclusivity balancing, capex * E.g. Telefonica but they share the * A key element of the
agreements and planning, field force signed a 4-year underlying partnership is
picking best in class managefnent or agreement with infrastructure and education &
capabilities often much more Ericsson for Al- tools. upskilling on “real
granular solutions powered NOC Al and agile
management *E.g AT&T-led practices
Acumos platform for :
Al apps =E.g. Jio + Guavus,

02 UK + Cardinality

e Telco as a user Telco as a tech creator
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v
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2 Data Collection
and Aggregation

1 Data Generation
and Transmission

Sensors — installed
easily in a vehicle's on-board
diagnostics slot —and
smartphana collactor applications
record customer driving data
automatically. Devices
wiralassly transmit
the data.

Telematics
Information
\Workflow

Insurers review

and analyze the collected
and apgregatad data, giving
them the ability to creata
customizad policies basad
on driving behaviar.

4 Driver

Evaluation 3 Data Analysis
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Benefits of Telematics

Adopting Telematics
Makes Organizations
Perceived as
Tech-Friendly

Telematics Systems
Keep Insurers Ahead
of the Competition

Telematics Systems Telematics Systems
Contribute Toward Lead to Reduced

Customer Engagement Costs for Organizations

Aapplnventlv
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Telematics helps you

Use vehicle
emergency warning
system

Report crash

Exchange safety ot
ata

data

Manage risk better

: Track trailer
for businesses

Lower insurance .
costs for risky Use GPS anti-
drivers theft system
Prevent fraud Help with
research

P N

Wy [\ appinventiv
N\ /2

COLLEGE OF INSURANCE

Driven by distinction




RIBA/APROCA

Insurance Brokers Assaciation
Professiannelle des Courtiers ' Assurance

How Telematics Insurance Works?

1. GPS Satellite 2. In-Vehicle Device 3. Cellular Network 4. Servers

% 6 =

5. Real-time Tracking

i
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An auto insurance ecosystem An Example of Technology use s 7

Claims solutions

Insurance :
** and analytics

companies -

Core IT plat-
forms/systems

Ry s
Roadside Y e
assistance Police and o2
court
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| School of Risk School of Business I o 0 of Special ,
Management School of Insurance Management and P School of

| gen . - With CIl London leadership courses rograms |

I In ;2:23?;%20;5\?/(“ and KNIEB (Interim), ICT Enterprise AgricIJIture External I

I KManagement UKJ NIA India and IISA Mana%(zr::tergt Dev. Insurance \Programsj I

|

| | I

|

School of :

Loss I

Adjusting I

Institute of Research and
Development
Development of Teaching
materials, research

School of Degree
Programmes
- Undergraduate Degree

P N
- - Graduate Degree IRA Educational Materials,
v In Collaboration with local and icati
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Partnerships

INCEIF @

THE GLOBAL UNIVERSITY OF ISLAMIC FINANCE World Bank

S .
® Africa
™ HUMBER
Q Insurance Centre for Employee Benefits

Regulatory Toronto. Canada

v Authority

==

‘g\@ . Th.e F ]
AMSCO ¥ "o
= = University o
African Management Services Company of Africa | sponsored by the Kenya Institute of Management




Linkages

E World Bank

Insurance
Regulatory
v Authority

IRA

RBA

Safeguarding your retirement benefits

Retirement Benefits Authority

INSURANCE
REGULATORY
AUTHORITY OF UGANDA

USAID

FROM THE AMERICAN PEOPLE
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Quote

"Teamwork is the ability to work together toward a common vision.
The ability to direct individual accomplishments toward organizational
objectives. It is the fuel that allows common people to attain

uncommon results."”
— Andrew Carnegie

> N

AX KX
\\\ [ /4
v
COLLEGE OF INSURANCE

BYripan Biedistiéeiorang', PhD, MBA, B. Co o ), FCII, ElIU,
Al lered In urer and Ris nsu o ' - : i
d Pen5| ns Trustee C ‘ I

M' : ;M




Partnership Model Centre
The Edge Convention Centre, Nairobi Kenya
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The End
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