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Description: “Tunajali” is a Swahili word that means, “we care about you”. It is an e-commerce
initiative that seeks to develop and provide inclusive insurance in all countries in Latin American
and the Caribbean.
Products offered: Hospital protection insurance and cancer protection
Distribution channel: Digital platform
Vulnerable populations in the different countries
of Latin America and the Caribbean have similar
needs, which offers the insurance industry the
possibility of developing and expanding the
inclusive insurance market at a regional level.
Still, to take advantage of this opportunity, it is
important for companies to focus their efforts on
designing customer-centric products that adapt
quickly to the environment and using alternative
channels that facilitate massive outreach.

•

In this context, and motivated by the small
number of insurers dedicated to developing
products for underserved segments, the
reinsurance company BarentsRe joined forces
with a media company with a presence in
approximately 14 countries in the region,
to develop Tunajali. Taking advantage of the
high mobile phone penetration and growth of
internet coverage in the region, Tunajali has
developed a unique and fully digital business
model to offer insurance solutions based on the
design-thinking methodology approach that
has allowed Tunajali to identify opportunities,
understand the needs of their customers and
implement innovative solutions that add value
to their products.

•

THE PRODUCT DEVELOPMENT
PROCESS

Once the product is purchased, the company
makes a courtesy call to the customer to resolve
concerns about the product and complete the
information required by the regulator for issuing
the policy. This strategy allows the platform to
verify customer information, while at the same
time educating the population about Tunajali’s
products and insurance more generally.

Tunajali wanted to develop an insurance cover
that would be useful for the entire population,
easily implemented and that would meet real
needs in the most vulnerable segments. Tunajali
carried out a number of market studies yielding
the following insights:

•

•
•

The population in the region does not
consider purchasing insurance a priority,
but they do care about risks, especially
in terms of health, income, crime and job
security.
Indemnification
products
are
very
convenient for vulnerable populations
since they enable, in a prompt and timely
manner, policyholders to amortize direct
and indirect expenses that other types of
insurance do not usually cover.
Integrating complementary value-added
services gives the opportunity to provide
more comprehensive customer care and
increases the value of the insurance offer.
To
promote
insurance,
registration
processes need to be more efficient and
simple.
Technology offers a great opportunity to the
industry to develop affordable, simple and
inclusive mass products.

These findings gave Tunajali an action plan
to develop its first portfolio of compensation
products for hospital protection and oncological
protection. It redesigned the entire digital
purchasing process to improve the customer
experience and provide product information
clearly and easily. For example, Tunajali presents
both products to the client on its website in
clear and direct language. Additionally, in
order to increase the value of its products,
both policies include assistance services such
as a second medical opinion as well as remote
nutritional and psychological counselling. At the
same time, Tunajali has managed to simplify the
registration process by reducing the amount of
data requested from the client, limiting it to only
the contact information of the insured and his or
her beneficiary.

THE FIRST PILOT IN PARAGUAY
After carefully structuring its products and
deciding on television as the promotional
channel for the target population, in
February 2020, Tunajali launched the first
pilot to digitally market its insurance in
Paraguay. According to its studies, 80% of
the people in this country have access to
the Internet from their cell phone. There
are also approximately 1.2 million users
with electronic wallets and another 1.2
million with credit cards, although the level
of financial exclusion still stands close to
50%. Additionally, Tunajali products offer
a unique value offer in a market where
there is a latent demand, since cancer is
one of the major causes of death, while at
the same time there is very low insurance
penetration, especially in the areas of
health and life.

Despite the public distrust of the insurance
industry, Tunajali expects to reach more than
10,000 people in twelve months through
their strategy and affordable premiums
(one dollar a month). Since the launch of
its model, more than 25,000 people have
visited the Tunajali website. They have
received more than 3,700 requests for its
products with a closure rate close to 5%.
The hospital indemnity insurance appears
to be most popular.

Tunajali’s digital marketing model has
allowed it to reduce costs, facilitate
the purchase process and compensate
customers within 48 to 72 hours. In
addition, it has shown its ability to
quickly adapt its products and processes
to the needs and barriers that have been
emerging. For example, Tunajali managed
to reach more customers since the outbreak
of the COVID-19 pandemic: as soon as
the emergency was declared, the hospital
product was quickly adapted to include
compensation for coronavirus contagion,
becoming the only product of this type in
the Paraguayan market.

THE WAY FORWARD
Looking forward, Tunajali is working to
include a life product and incorporate
the educational component as part of the
strategy to promote its product portfolio. It
is developing a work plan that includes the
deployment of educational campaigns with
audio and animations that clearly explain
the importance of insurance. Additionally,
Tunajali is working on strengthening trust
towards insurance and digital media. For
this, it is developing digital initiatives that
allow it to guarantee the availability and
support of the client throughout the life
cycle of the insurance and thereby change
their perception of insecurity and mistrust.
On the other hand, Tunajali is looking at
strategic allies that allow is to adapt and
take its products to other countries in the
region.
Tunajali used the ILO’s PACE methodology
(Product, Access, Cost and Experience) to
develop its products. Click here to find out
more.
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