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In 2017, Britam partnered with Equitel (a mobile payment and banking platform launched by 

Kenya’s Equity Bank Group), Equity Insurance Agency (Equity Bank Group’s insurance arm) and 

Inclusivity Solutions (a technical services provider) to launch a simple hospitalization cover, Riziki 

Cover. Britam also entered into a risk sharing agreement with the Reinsurance Group of America 

(RGA).  

 

The product pays a daily benefit in case of hospital admissions for three or more days. It is 

expected that the reinsurance support and fixed benefit will control Britam’s risk exposure and 

prevent high losses. The customer is enrolled using a USSD platform and does not need to submit 

any physical documents. At the time of claims, customers can submit documents simply via 

WhatsApp or email. A mix of marketing methods are being used, including radio adverts and 

outbound calls by a contact center. In ten months, the product has managed to enroll 172,485 

subscribers. As the product is in initial stages, there is need to wait to further understand the claims 

experience. 
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Dr. Benson I. Wairegi is the Group Managing Director of Britam Group. In this interview he shares 

his thoughts on inclusive insurance in Kenya and at Britam.  

  

Q: What are your thoughts on the potential of inclusive insurance?  

BW: Fundamentally, insurance is about protecting vulnerable communities. It is about making 

people and businesses more resilient. This protection is even more important for lower-income 

groups as they cannot protect themselves as effectively as others with more resources. Globally, 

there is a huge population of low-income people, and if insurers can develop the right products for 

them, the potential is enormous. 

 

What have been the main challenges in realizing this potential?  

BW: First, ability to pay. Lower-income groups are struggling every day to put food on the table, so 

insurance in not high in their priorities. Awareness is the second major challenge, as people are 

simply not aware about relevant insurance products and providers. The third major challenge is 

trust. In Kenya and in other markets, there is a trust deficit in insurers. Customers often complain 

that insurers are happy to take premiums but are even happier to show them the fine print when it 

comes to claims. Finally, especially in Africa, cultural factors also affect uptake of insurance. 

People consider family as their insurance, believing their children or parents can protect them. 

 

And from the side of the insurers, what have been the key challenges?  

BW: Firstly, due to low ability to pay among many segments, insurers tend to focus on segments 

that can be profitable more quickly. Furthermore, in Kenya, insurers have focused on traditional 

insurance products. Therefore, there is need for innovation in product design and distribution. 

Traditional products and channels will not be effective to reach these segments.  

 

From a regulatory perspective, the Kenyan insurance regulator, the Insurance Regulatory Authority 

(IRA), has been quite proactive, using its own funds to train insurance agents and create 

awareness through field-level activities. However, the regulator can contribute further by 

developing a clear framework for inclusive insurance. Lowering the capital requirements for this 

business, for example, would help insurers address the low-income segment. 

 

What was the company’s vision in starting Britam’s microinsurance business? 

BW: ‘This goes back to the history of Britam, which started off providing an insurance product that 

was designed to be inclusive. The product was known as home service or industrial life insurance. 

This product was designed for blue collar factory workers to provide coverage for funeral 

expenses. The affordable premium was collected by Britam agents at the homes or offices of these 

workers. This legacy motivated Britam to embrace microinsurance earlier than its competitors in 

Kenya. Britam created a separate microinsurance unit with its own governance structure, 

management, systems and procedures to focus purely on this business.’ 

 

How do you view the progress made in last ten years? Has the business realized its initial 

vision?  

BW: Initially, we started this business as an experiment. In recent years, we have been able to 

achieve some success, but I would still call it a developing business. We have burnt our fingers 

with some products, but that is the nature of an experimental business. In the process we have 

also learnt a lot.  
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And how do you view the future of the business?  

BW: We intend to continue focusing on this segment. Fortunately, we have a new investor – the 

World Bank’s private-sector investment arm, the International Finance Corporation (IFC) – whose 

mandate is also to focus on low-income customers. We hope to work with them and other like-

minded stakeholders to further scale up our microinsurance business.  

 

We already consider the microinsurance business a success, as it is able to generate its own 

revenues and meet its expenses. It is no longer supported by other businesses and has broken 

even. This is a healthy sign that the business is stable and ready to grow. However, we want our 

microinsurance business to rival other traditional business lines such as life and general insurance 

in terms of profitability and volumes. We believe that it has the potential to even surpass other 

businesses, and that will be the day we will call it a great success. 

 

Finally, what advice would you give to other insurers who want to move into inclusive 

insurance?  

BW: Already there are other players operating in this space. There is need to take a long-term 

view, because insurance is not a short-term business. You need to be prepared to lose money 

initially but stay on course. Secondly, it is important to separate microinsurance from other 

business lines, as it has unique characteristics, and enable a more focused approach. Finally, 

provide ample resources to microinsurance activities, including governance structure, financial, 

and physical facilities. 
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