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📍Turkish Life Insurance Market: Current Situation

📍Bridging the Protection Gap: Analysis of factors leading to

uninsurance and underinsurance.

📍Exploring strategies like developing simplified products to reach

wider segments and micro life insurance.

📍Catering to Evolving Needs: Life insurance products tailored for

the growing youth population, options for student loan repayment

or critical illness coverage for young professionals.

📍Strengthening financial inclusion and micro insurance.
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Market Size and Growth

📍 Türkiye has an immature life insurance market, however one of considerable long-term potential with
large but relatively young population. Türkiye ranks very low in terms of insurance density (US$ 224 in total

business: life US$ 27 and non-life US$ 197) and penetration rate (1.7% in total business: life;0.2% and non-life;

1.5%) when compared with other countries as of 2023. These figures indicate significant room for further

growth.

📍The Turkish life insurance market has been growing steadily in recent years, driven by factors such as

rising incomes, increasing awareness of the importance of life insurance and regulatory changes.

📍The gross written premium for the life insurance sector was TRY 30.8 billion as of 2022 and it

reached approximately TRY 56.6 billion (US$ 2.4 billion) in 2023. The market has been growing at a

compound annual growth rate of around 10-15% in real terms over the past 5 years. Overall, the market

is benefiting from increased consumer interest, favourable demographic trends, and strategic

investments by insurers, making it a key area of growth within Turkey’s broader insurance industry.
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Competition

📍Major players in life insurance market in Türkiye are shown in the table below

📍 A new state-owned national life insurance champion, Türkiye Hayat ve Emeklilik AŞ was established in April 2020

from the merger of three state-owned life insurance and pension companies: Halk Hayat ve Emeklilik AŞ, Vakıf Emeklilik

ve Hayat AŞ, and Ziraat Hayat ve Emeklilik AŞ. The new life insurer assumes market leadership accounting to 17% of

the market written premium as at the end of 2023.

📍 Viennalife Emeklilik ve Hayat AŞ has built an omni-channel communication framework by digitalizing its operational

processes in recent years to provide multiple interactive touchpoints to personal loan customers of retail banks, such as

social media, website, mobile phone etc. to proactively engage and convince them to buy credit life insurance cover which

is about 40% cheaper compared to the bank’s credit life cover that is providing the loan.



shawinternational.com.tr2015 Shaw International. All rights reserved. 

Turkish Life Insurance Market: Current Situation

6

Distribution Channels
📍 Life and pension companies in Türkiye are heavily dependent on the bancassurance distribution
channel due to the prevalent strategy of joint venture partnerships with leading local banks. There are
more than one bancassurance model in the market and the one adopted is determined by the
bancassurance agreement between the retail bank and the life insurance company. Life insurance sales
may be made by licensed bank branch staff, overseen by the life insurance company distribution
managers or by life insurance company direct sales staff working out of a bank branch.

📍 Bancassurance dominates life insurance distribution in Türkiye, accounting for 61% of life insurance
written premium as at the end of 2023. Mostly this is group creditor life insurance purchased with
personal or commercial credit, loan or mortgage finance.

📍 Group credit life insurance cover is preferred by the banks, however, as they retain greater control,
ensuring adequate cover remains in force and being the primary beneficiary for any claim. Cover for
credit cards typically comprises both life insurance death benefit and unemployment benefits. Credit life
insurance is mostly sold through the bank channel as a group yearly renewable decreasing term
cover linked to loan amortisation. The bank typically charges a level premium to each covered life
based on an average age or age group with little or no underwriting up to a certain predetermined sum
insured amount. Covered lives insured receive a certificate of insurance.

📍 Professional insurance agents dominate non-life distribution in Türkiye, but their share of life
insurance is considerably smaller, accounting for only 16% of life insurance premium production in
2023. Life insurance agency channel is underdeveloped in Türkiye.

📍 Direct distribution and alternative distribution channel sales (telesales through call centre, internet etc.)
are existing in the market, but remaining still a niche within the distribution mix with a share of 13% in
life insurance premium production in 2023. However, life and pension companies have stepped up their
efforts to adapt to distance selling and marketing practices, precipitated by the coronavirus pandemic.
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Product Mix

📍 The Turkish life insurance market is dominated by traditional life insurance products such as yearly renewable term and

long-term life insurance products. However, there is an increasing demand for more sophisticated products like unit-linked

and pension-related life insurance and annuities.

📍 Savings life insurance and pension-like products were preferred for regular savings before the private pension system

introduction. With the implementation of private pension system in 2003 and auto enrolment in 2017 almost all of life and

pension companies mainly focused on individual and group pension products and this approach made savings life

insurance products somewhat inferior to pension products.
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These factors collectively contribute to a significant gap in life insurance coverage,

resulting in both uninsurance (no coverage) and underinsurance (insufficient coverage).

1) Lack of Awareness and Understanding:

▪ Many individuals do not fully understand the importance of life insurance or its benefits. Individual long-term

financial planning is a complex matter. It is difficult to do long-term financial calculations without having any

idea of how to plan your life. Also, the terminology of financial planning which includes concepts such as

compound interest and geometric series is not easy.

▪ Misconceptions about life insurance products can lead to people avoiding coverage, believing it's unnecessary

or overly complex.

2) Cultural and Social Factors

▪ In some cultures, discussing death or planning for it can be seen as taboo, reducing the likelihood of

purchasing life insurance.

▪ Dependence on family or state support in the event of death can reduce the perceived need for insurance.

3) Affordability issues:

▪ Increasingly expensive homeowners’ coverage affect more people every day. High premiums deter

individuals, especially in low and middle-income segments, from purchasing adequate coverage. Growing

numbers of gig, contract and freelance workers and home-based businesses lack access to basic health

coverage and saving savings and investment opportunities.

▪ Economic instability and financial constraints limit the ability to allocate funds for life insurance and private

pension products.

4) Preference for Immediate Needs:

▪ People often prioritize spending on immediate needs or investments with visible returns, like education or real

estate, over life insurance, which is seen as a very long-term product.
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5) Inadequate Product Offerings:

▪ Standardized, “one size fits all” types of products may not meet the specific needs of various customer

segments, leading to protection gaps in coverage.

▪ Lack of customizable, flexible or convertible insurance policies can deter potential buyers.

6) Limited Access and Distribution

▪ Inadequate distribution channels and limited access to insurance products in remote or rural areas result in

lower uptake.

▪ Lack of digital platforms or agents for easy access can be a barrier.

7) Complexity of Products:

▪ Complex policy structures and terms can overwhelm potential buyers, discouraging them from making a

purchase.

▪ The perceived difficulty in claiming benefits also contributes to hesitation.

8) Trust Issues:

▪ Distrust in insurance companies, often due to negative experiences or perceived unethical practices, leads to

reluctance in buying insurance. Bad news travels fast. Sometimes news about a single negative experience with

an insurance company can spread quickly through communication channels and negatively affect the choices of

hundreds of thousands or even millions of people.

▪ Trust should be the foundation of the insurance sector, the bedrock of all relationships and the core of every

interaction, communication and policy. In that sense, trustworthiness must be an active cultural attribute that

guides product development, the automation of customer-facing processes, the evaluation and selection of

ecosystem partners and the adoption of enabling technologies. The greater the trust insurers gain, the more

they stand to benefit in terms of a larger and more loyal client base, increased profitability and more productive

relationships with business partners and regulators. Trust can be built through transparency, personalization and

stronger value propositions..
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From pandemics and natural disasters to economic inequality and demograpfic shifts, the events of

recent years have caused more people to think about the societal role of business and the

responsibilities that large companies have to citizens and communities around the world. The advent of

the environmental, social and governance (ESG) movement raised the bar on all types of

businesses to make purposeful commitments, take meaningful action to execute them and report out

the results. Within this context, in the insurance industry, especially in emerging markets, strategies like

developing simplified products and micro insurance are employed to serve a broader base of

customers. Here’s what these strategies typically involve:

1. Simplified and Flexible Products

These products are usually consisting of streamlined insurance offerings that are:

✓ Easy to understand: Designed with simple terms and minimal jargon to appeal to customers who may

not have a deep understanding of life insurance.

✓ Quick underwriting: They often feature simplified and relaxed underwriting requirements and processes,

making it faster and easier for customers to get coverage without extensive medical checks.

✓ Affordable and accessible: Simplified products are usually priced lower and tailored to meet the basic

needs of a wider audience, making them more accessible, especially for younger or first-time buyers.

✓ Flexible payment options: These options help financially stressed consumers with tight budgets, and

they include flexible premium payment options, level or graduated premiums or premium holidays.
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2. Micro Insurance

Micro insurance targets low-income populations with limited access to traditional insurance

products. Key features include:

✓ Low premiums: Premiums are kept low to make the product affordable for people with limited

financial capacity.

✓ Basic coverage: Offers essential coverage for health, life, or accident risks, focusing on

protection rather than comprehensive benefit packages.

✓ Digital distribution: Often delivered through mobile platforms or local partnerships, leveraging

digital channels to reach underserved areas.

✓ Digital platforms: Using mobile apps and online channels to simplify the sales and customer

service process.

✓ Partnerships: Collaborating with banks, telecom operators, or local businesses to access a

wider customer base for increased financial security and wellness for more citizens.

✓ Education and training campaigns: Providing educational initiatives and training workshops

to inform potential customers about the importance and benefits of these simplified and micro

insurance products.
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3. Go-to-Market Strategies

These strategies may include:

✓ Partnering with universities, employers, professional organizations, non-governmental

organizations and sports clubs to reach young consumers in relevant settings.

✓ Leveraging social media and influencer marketing to raise awareness and engagement with

younger demographics

✓ Offering incentives like premium discounts for healthy behaviours or bundling life insurance with

other financial products.
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To cater to the evolving needs of the growing youth population and young professionals in today’s dynamic

landscape, life insurance companies can develop tailored products by focusing on the following

considerations:

1. Flexible and Customizable Plans

Young customers prefer flexibility to adapt to their changing life stages (e.g., job changes, marriage, having children). Insurance

companies can offer modular plans where coverage can be adjusted based on milestones like purchasing a home or having

dependents.

Options for add-ons, such as critical illness coverage, mental health support, or income protection, can increase

product appeal.

2. Integration of Financial Wellness Features

Young adults often face financial burdens like student loans and credit card debt. Offering insurance plans that include

options for student loan protection or debt coverage in case of untimely death can be attractive.

Bundling life insurance with investment components, such as savings plans or mutual fund-linked policies, can appeal to

those looking for long-term wealth accumulation.

3. Digital and Tech-Enabled Solutions

The new age of consumers expects a seamless, digital-first experience. Insurers can leverage mobile apps, AI-based

advisors, and chatbots for policy selection, claim processes, and personalized recommendations.

The use of wearable devices for health monitoring can be incentivized, allowing customers to earn rewards or discounts on

premiums based on healthy behaviour. To this end we need to leverage technology to streamline the customer experience.
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4. Microinsurance and Subscription Models
Microinsurance products with smaller coverage amounts and affordable premiums can be designed for young
professionals who might not be ready for full-fledged policies.

Subscription-based life insurance models with the ability to opt-in or opt-out on a monthly basis can offer greater
flexibility and meet the needs of gig economy workers and freelancers.

5. Addressing Critical Health Needs
As health risks evolve, coverage for non-communicable critical illnesses like cancer, heart disease, or mental health
conditions is increasingly important, particularly for young professionals facing high stress.

Policies can include mental wellness support services or coverage for preventive health checks, reflecting the growing
focus on holistic well-being.

6. Education and Awareness Campaigns
The younger demographic often lacks awareness about the importance of life insurance. Targeted education campaigns
using social media, influencers, and digital platforms can help bridge this gap.

Offering financial literacy programs and webinars tailored to young adults can build trust and encourage proactive financial
planning.

7. Sustainability and Social Responsibility
There is growing consensus among consumers and investor that insurers can and must deliver societal value. Insurers
are in the spotlight because of their deep risk expertise and unique ability to protect people, families and businesses of all
shapes and sizes. The ability to produce significant benefits for all parts of society should be a pillar of the industry’s
value proposition – for customers, investors and regulators alike.

Today younger generations expect corporations to do their part for society and they want to work at firms that embrace a
higher purpose. The youth population values companies with strong social responsibility. Life insurance products that
support sustainable investments or donate a portion of premiums to environmental causes can resonate well with this
demographic.

By addressing these key areas, life insurance companies can effectively meet the evolving needs of the younger
generation, providing relevant, value-driven products that align with their life goals and expectations.
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Strengthening financial inclusion in the life insurance industry involves creating strategies and products

that make insurance accessible and affordable to underserved populations, particularly low-income

groups, rural areas, and those without prior insurance coverage. Here are key approaches:

1. Designing affordable and accessible products

✓ Microinsurance: Offering small-ticket, low-premium life insurance products tailored to the needs of low-income

individuals can help bridge the gap. Microinsurance policies are simple, cost-effective, and easy to understand.

✓ Simplified underwriting: Reducing the complexity of policy terms and underwriting processes makes it easier

for first-time buyers to access life insurance. Simplified policies can remove barriers like extensive medical

checks and complex paperwork.

2. Leveraging digital and mobile technology

✓ Mobile-first solutions: In regions with limited access to traditional banking but high mobile phone penetration,

mobile-based insurance solutions can reach the underserved. Insurance companies can collaborate with

telecom operators to offer life insurance through mobile apps or SMS-based services.

✓ Digital platforms and Insurtechs: Partnering with insurtech companies can streamline the process of

purchasing, renewing, and claiming insurance. Digital platforms can provide easy onboarding, digital KYC, and

access to a wide array of products.

3. Creating awareness by education and training

✓ Financial literacy programs: Many underserved groups lack awareness about life insurance and its benefits.

Insurers can partner with NGOs, community organizations, and government bodies to conduct educational

campaigns focused on financial literacy and the importance of life insurance.

✓ Tailored communication: Using local languages and culturally relevant messaging can help demystify life

insurance and build trust among potential customers.
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4. Innovative distribution channels

✓ Bancassurance and partnerships with Microfinance Institutions (MFIs): Collaborating with banks and MFIs

can extend the reach of life insurance to rural and low-income customers who already have a relationship with

these institutions.

✓ Agency networks in rural areas: Establishing local agency networks or employing "community agents"

familiar with the local population can help penetrate untapped markets. These agents can provide personalized

service and build trust.

5. Government and regulatory support

✓ Public-Private Partnerships and Risk-sharing Programs: Collaborations between the government and

(re)insurance companies can enhance access to affordable life insurance products. Subsidized insurance

schemes, like those targeting specific groups (e.g., farmers, gig workers, women, or the elderly), can increase

coverage.

✓ Regulatory incentives: Policymakers can incentivize insurers to serve low-income and rural segments through

tax benefits, lower compliance costs, and relaxed regulations for microinsurance products.

6. Bundling insurance with other financial services

✓ Embedded Insurance: We can define embedded insurance as any insurance that can be purchased within the

commercial transaction of another product or service. Bundling life insurance with other products (e.g., loans,

savings accounts, or health services) can increase adoption. For example, offering life insurance as part of a

savings plan in rural banks or including coverage in micro-loans can make it more accessible.

✓ Pay-As-You-Go models: Flexible payment options like daily, weekly, or monthly premium contributions aligned

with income patterns of informal workers can make insurance more affordable and sustainable.



shawinternational.com.tr2015 Shaw International. All rights reserved. 

Strengthening financial inclusion and micro insurance.

17

7. Utilizing technology for data and risk assessment

✓ Big data and analytics: Leveraging alternative data sources (e.g., mobile usage, social media, credit scores) can

help insurers better assess risks and design products for underserved markets. This reduces the reliance on

traditional credit scores or income proofs, which many low-income individuals may lack.

✓ Blockchain for transparency: Blockchain technology can be used to enhance transparency and trust in

insurance transactions, especially important for customers who may be wary of financial institutions.

8. Focusing on inclusive product design

✓ Family Protection Policies: In many underserved communities, family structures are central. Designing

products that offer coverage for multiple family members under a single plan can be more appealing.

✓ Flexible Claim Processes: Simplified and quick claim settlement processes, including digital submissions and

lower documentation requirements, can improve customer experience and increase confidence in life insurance

products.

9. Incentivizing healthy behaviour

✓ Offering discounts or rewards for healthy lifestyles (e.g., through partnerships with fitness apps or wearable tech) can

encourage participation and make premiums more affordable, particularly for young and tech-savvy customers.

✓ Technology can transform actions that were thought once complicated and difficult into behaviours, that are easy

and simple. It is one of the most effective and reliable way to guarantee the right behaviour. For example, saving

money is often thought to be a difficult financial habit. However, employees can easily save for their retirement

with an automatic payroll deduction.

By focusing on these strategies, the life insurance industry can play a significant role in promoting financial

inclusion, helping protect vulnerable populations, and building a more resilient financial ecosystem.
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