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Insurance Landscape – Africa and South Africa

• South Africa - largest insurance 
market in Africa

• South Africa - one of the highest 
insurance penetrations in the world

• South African market - life insurance 
larger than non-life

• Liberty - largest South African life 
insurer

Africa and South Africa
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Covid-19 impacts and implications

* Source:  McKinsey & Company

Expect South African 
Life premiums down 
18% over 2020 and 
2021

Expect Online and 

Sales 
ZAR

Expect Online and 
mobile banking up 
37%; physical 
branch visits down 
36%

* Source:  McKinsey & Company
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Responses – improving the organisation

• Break down silos

• Re-organize people and processes to focus on understanding customers and advisers

• Broaden delivery to focus on propositions• Broaden delivery to focus on propositions

• Embed customer-centric innovation processes

• Ramp up investments to digitize

improving the organisation

organize people and processes to focus on understanding customers and advisers
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Responses – improving customer, adviser and employee experience

• Improve insights-gathering processes

• Obsess about customer and adviser pain-points and opportunities

• Broaden value propositions for customers (e.g. data economy)• Broaden value propositions for customers (e.g. data economy)

• Deliver through partnerships

improving customer, adviser and employee experience

points and opportunities

Broaden value propositions for customers (e.g. data economy)Broaden value propositions for customers (e.g. data economy)
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Key learnings to date
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Key learnings

Customer expectations are higher than ever:
• NPS tougher and tougher to increase
• The “Amazon effect”

Customer returns 
lower and prices 
‘worsening’ over 
the last 20 years 

Customer Customer 
satisfaction flat 
over the last 20 
years

* Source:  AT Kearney, Oxford Economics, MSCI
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Key learnings

A customer-inspired culture is crucial:
• Integrate separated ‘hubs’
• Avoid carve-outs unless absolutely necessary
• Ensure leadership is aligned 
• Encourage entrepreneurial thinking• Encourage entrepreneurial thinking
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Key learnings

You need the right people and the right processes:
• Customer-centric processes - easy to understand, repeatable and easy to execute on
• Aligned organisational structures around these processes
• Entrench new skills and ways-of-working (design-thinking, facilitation, collaboration, new leadership styles)

easy to understand, repeatable and easy to execute on
Aligned organisational structures around these processes

thinking, facilitation, collaboration, new leadership styles)
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Key learnings

Customer-centricity and commerciality is a balancing act:
• Robust capital allocation framework with strong oversight
• Explicitly consider the timeframe and staggered deliveries

centricity and commerciality is a balancing act:
Robust capital allocation framework with strong oversight
Explicitly consider the timeframe and staggered deliveries
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Key learnings

Make explicit calls on the build vs. buy vs. partner spectrum:
• Learn from the best on how to make the calls
• Recognise that corporates can’t do it all
• Balance current customers and new customers
• Adopt a test-and-learn approach• Adopt a test-and-learn approach

Make explicit calls on the build vs. buy vs. partner spectrum:
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Conclusion

2020 is long gone – but will 2021 be more of the same?
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