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Background

ÅAchieve gender equality and empower all 
women and girlsSDG No.5

ÅOne of its prioritiesB20

ÅInsuranceôs targetInsurance

ÅDefined that its Inclusive Insurance Working 
Group should focus on gender equality and 
womenôs empowerment

GFIA

Gender equality 

and womenôs 

empowerment



Working plan

TARGET

Collect information from member countries

FIRST ACTIVITY

A survey: 12 questions and 23 answers

MAIN SUBJECTS

ü Womenôs access to affordable and adapted insurance

ü Insurersôinternal practices on diversity and inclusion

ü Financial education and economic empowerment



SURVEY

ÁHave members established business objectives to meet the 
financial security needs of women?

ÁHave members or the government gathered data on womenôs 
protection gap and womenôs access to insurance in their 
jurisdiction?

ÁAre there companies in your jurisdiction that offer insurance 
products and services specifically tailored to fit womenôs 
needs?

ÁDo members or their member companies specifically target 
women through marketing and distribution?

Womenôs 

access to 

affordable and 

adapted 

insurance
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SURVEY

ÁDo members or their member companies collaborate with 
policymakers or other stakeholders in developing, promoting and/or 
implementing good practices, for example supporting gender diversity 
and equality, nationally and internationally?

ÁDo members or their member companies promote gender diversity, 
parity and equal opportunities in the field of employment in the 
insurance sector?  If yes, which initiatives did they take and what was 
the impact of such initiatives?

ÁHas the proportion of women in senior management and leadership 
positions in insurance companies improved over recent years in your 
jurisdiction?  Have steps been taken to further promote this?

Insurersô 

internal 

practices and 

advancing 

diversity and 

inclusion 

within 

companies
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SURVEY

ÁDoes your jurisdiction have a strategy for financial education?  Does 
this strategy consider potential gender disparities and identify their 
different needs?

ÁDo members proactively engage in community and financial sector 
programmes to further improve the financial literacy and economic 
empowerment of women?  If yes, what do these programmes entail 
and what was their impact?

ÁDo members or their member companies offer workplace financial 
literacy programmes in the workplace?  If yes, what do these 
programmes entail and what was their impact?

ÁDo members or their member companies integrate diversity and 
gender equality into their investment criteria?

ÁDo members or their member companies run programmes that invest 
in underserved communities and/or are specifically targeted at 
underserved communities?  If yes, what do these programmes entail 
and what was their impact?

Financial 

education and 

economic 

empowerment
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22 GFIA members from 22 countries answered the survey 

USA

MEXICO

CHILE

JAPAN

SOUTH KOREA

RUSSIA

SOUTH AFRICA

BULGARIA

DENMARK

FRANCE

IRELAND

GREECEITALY

SWEDENSWITZERLAND

SPAIN

UK

AUSTRALIA

NEW ZEALAND

Á Australia

Á Brazil

Á Canada

Á Chile

Á France

Á Insurance Europe

Á Bulgaria

Á Denmark

Á Greece

Á Sweden

Á Ireland

Á Italy

Á Japan

Á Mexico

Á Morocco

Á New Zealand

Á Russia

Á South Africa

Á Spain

Á South Korea

Á Switzerland

Á UK

Á USA

CANADA

BRAZIL

NAMIC APCIA

MOROCCO



Womenôs access to affordable 
and adapted insurance1



Womenôs accessto affordable and adapted insurance

Africa/America/Asia MA ZA CA MX
US

ACLI           APCIA       

NAMIC 

BR CL JP KR RU

Financial security of women Yes Yes Yes Yes No Not sure Yes No No No

Womenôs protection gap 

data
Not sure Yes Not sure Yes No Not sure Yes No No No

Products for womenôs 

needs
Not sure Yes Not sure Yes No Yes Yes Yes Yes Yes

Marketing targeted at 

women
Not sure Yes Not sure Yes -.- -.- No Yes Not sure Yes Yes Not sure

Europe/Oceania BG DK FR GR IE IT ES SE CH UK AU NZ

Financial security of women No -.- Not sure -.- -.- -.- -.- -.- -.- Not sure Yes Yes

Womenôs protection gap 

data
Yes -.- Yes -.- -.- -.- -.- -.- -.- Yes -.- Yes

Products for womenôs 

needs
-.- -.- Not sure Yes -.- -.- -.- Not sure -.- No Yes No

Marketing targeted at 

women
-.- -.- Not sure -.- -.- -.- -.- Yes Yes Not sure Yes No
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Summary

Meet financial 

security of women

Data gathered on

womenôs protection

gap 

Products tailored

to women's needs

Marketing targeted

at women

7 countries gather data 
on womenôs protection 
gap, though only three 
(South Africa, Mexico and 
UK) have specific KPIs for 
women.

Japan and Chile gather 
data, but this is not solely 
focused on women.
Morocco established
specific reporting for 
microinsurance, including 
information on women.

Only 7 countries have 
established objectives 
that meet the financial 
needs of women. 

Most of these cou ntries 
achieve these objectives 
through projects 
promoting diversity and 
inclusion.

9 countries offer products 
specifically tailored to 
meet womenôs needs, 
such as medical 
insurance covering 
certain cancers and 
pregnancy or life 
insurance. 

But, in some cases, these 
products are sold more to 
meet market needs.

8 countries have 
campaigns focused 
Marketing targeted at 
women on creating 
awareness of womenôs 
empowerment or gender 
protection gaps. 

In the UK, rather than 
marketing efforts, 
insurers have created 
spaces on their websites 
to research the gender 
gap and offer guides to 
understanding insurance 
related to women. 



Establishment of business objectives to meet financial security needs 

of women

Yes:
7

associations

Not sure:
3

No: 
5

associations

No answer: 
9

associations

Japan/South Korea/Russia

Morocco The National Financial Inclusion Strategy aims to enable people excluded from the system (low-income, 

informal sector, women and farmers) to have access to insurance programmes.

South 

Africa

B-BBEE Policy seeks to empower women and to ensure their financial security through equity 

ownership, management control, women-owned enterprise and supplier development and skills 

development initiatives.

Mexico #HerforShe effort and collaboration treaty with authorities to promote diversity in insurance 

sector.

Canada Projects: 1) Rebuilding through microinsurance and womenôs microenterprises in the Philippines

2) Agricultural microinsurance in the Caribbean

Chile Some insurers have established business objectives of this kind.

Australia Many members have public diversity and inclusion strategies/frameworks in place.

New Zealand Many members have fair and equitable access to insurance for all diversity 

groups as part of their objectives, but not specifically women.

Brazil/France

UK
A European Court of Justice ruling stated that differences in insurance pricing based purely on a 

personôs sex are discriminatory, which impacts on an insurerôs ability to market and sell products that 

are solely for women.

Bulgaria According to surveys, there is no substantial gender difference in terms of financial literacy.
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USA
NAMIC: Insurance law prohibits certain types of risk-based pricing using factors such as race, ethnicity, sex, 

sexual orientation, religion, income, etc.



Establishment of business objectives to meet financial security needs 

of women

Insurance 

Bureau of 

Canada

Rebuilding through microinsurance and womenôs microenterprises (2015 2019)
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Partners: Canadian Co-operative Association, Global Affairs Canada

Focus area: Philippines

Project: The programme aims to:
1. Re-establish and improve small community convenience stores, which were badly damaged by 

Typhoon Yolanda and are an important source of income for women.

2. Introduce new microinsurance products in the Philippines.

The expected outcomes from this project included:
1. Increased participation of targeted women and men affected by Typhoon Yolanda in sustained    

and resilient economic activities.

2. Improved access to financial and business development services for targeted microenterprises 

affected by Typhoon Yolanda, particularly those owned/operated by women.

Partners: Caribbean Development Bank, Global Affairs Canada

Focus area: West Indies

Project: The programme aims to develop agricultural insurance as a cost-effective 

mechanism to protect the livelihoods of low-income farmers in the Caribbean. 

The expected outcomes  for this project included:
1. Enhanced equitable delivery of insurance products to women and men farmers in the Caribbean.

2. Improved reinsurance mechanisms available in the Caribbean.

Agricultural microinsurance in the Caribbean (2013 2015)



Yes: 
7

associations

Not 
sure:

3No: 
4

associations

No answer:
10 

associations

Data gathered on womenôs protection gap and womenôs access to 

insurance

South Korea/Russia/US (NAMIC)

South 

Africa

òInsurance Gap Studyò ˈ reseach carried out every 3 years, which measures the level of insurance of the 

employed population (men and women) vs. insurance needs. Last research showed a 35% gap. 

Mexico AMIS gathers insurance-related statistics and measures KPIs focused on women.

Chile Government has conducted studies of the gaps generated at retirement as well as access to financial 

products (including insurance), but not focused solely on women.

Bulgaria Surveys of financial literacy show that women perform slightly better than men.

France

UK
Project: òInsuring Womenôs Futuresò. One of the risks identified was the gender pension deficit, 

which is particularly prevalent in divorced women. The gender pension gap is the accumulation 

of years of gender pay gap and breaks in careers.

New Zealand
One insurance company has ongoing small and medium enterprise index 

research thatshowed a gap in womenôs SMEs accessing insurance advice.

Morocco
Specific reporting for microinsurance, including information on the number of insured 

women.

Japan
While the GIAJ and the government compile a variety of data, it is not necessarily intended to directly address 

womenôs protection gap and womenôs access to insurance.
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Canada/Brazil



Association 

of British 

Insurers

PROJECT: ñInsuring Womenôs Futuresò (2019)
Risk identified: gender pension deficit

Data gathered on womenôs protection gap and womenôs access to 

insurance

50% more women than men heading towards retirement without any private pension 

savings

1.2 million women in their 50s have no private pension wealth and will rely on 

the state pension system and their partner 

5% to 7%
more savings required for women than is saved by men to draw the 

same pension income trhroughout their retirement 

2.6 million
women are not employed or do not earn above the £10 000 

($13 600) threshold to qualify for automatic enrolment contributions 

43% of women have a life course that includes a career break 

£256 net weekly retirement income for full-time working women with no children, 

compared to £286 for men 

Latest stats from Pensions Policy Instituteôs ñunderpensionedò report:
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Yes: 
9

associations

Not sure: 
4

associations
No: 
3

No answer: 
8

associations

Insurance products and services specifically tailored to fit womenôs 

needs

Canada/France

UK No microinsurance schemes aimed at women.

South Africa Very limited

Mexico Some companies offer such products.

Chile Some insurers offer life and family protection insurance focused on women.

Brazil Larger insurance companies have life and motor insurance products focused on women.

Australia Some companies market insurance products specifically for women.

South Korea There are specialised insurance products for diseases such as cancer that 

affect women.

Japan Life insurers provide health products with additional protection for womenôs diseases, but 

the objective is to meet market demand, rather than secure the financial needs of women.

Russia There are targeted products for women as a kind of voluntary medical insurance to 

cover pregnancy or cancer treatment.  There is also life insurance targeted atwomenôs 

needs.

Greece There is a life insurance programme exclusively for women, which is promoted regularly on 

social media and/or in the press. In addition, it is offered on preferential terms during special 

celebrations (Womenôs Day or Motherôs Day).

Sweden Focus is on low income groups rather than specifically women.

Morocco
The products developed by insurance companies target a broad population that includes 

women.

USA (NAMIC)
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New Zealand There are products that meet womenôs needs, but they are not tailored specifically for this purpose.



Yes: 
8

associations

Not sure: 
6

associations
No:
2

No answer: 
8

associations

Marketing and distribution targeted at women

New Zealand/USA (NAMIC) 

South Africa A lot is written about how womenôs needs differ.

Brazil Marketing strategies to reach this target audience are markedly different from strategies used for 

traditional products not focused on women.

Mexico Some companies have advanced in these efforts.

Japan

Australia

Sweden Communication campaigns targeting womenôs empowerment, as well as conferences 

about low pension levels for women.

Switzerland Awareness campaign on the gender savings gap.

Morocco Marketing campaigns target a wide audience and some concern women more than men.

UK Rather than specific marketing strategies, members have areas on their website that de-mistify womenôs needs.

Chile The AACH does not have information about the commercial activities of its members. 

Russia Few companies have special marketing campaigns for women. 

Canada/France
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South Korea Campaigns to make donations to fight breast cancer when signing up for 

cancer insurance.




