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ENEF  National Strategy for Financial Education 

GAN  Global Action Network to advance agriculture insurance 

GIA  Ghana Insurers Association 

I4  Index Insurance Innovation Initiative 

IBLI  Index-Based Livestock Insurance 

ILRI  International Livestock Research Institute 

KPI  Key performance indicator 

MFO  Microfinance Opportunities 

PromIGH Promoting Insurance in Ghana 

RCT  Randomized control trials 

USAID  United States Agency for International Development 
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1 To learn how poor understanding of a product can lead farmers to make damaging decisions, please refer to the 
ILO’s Impact Insurance Facility Emerging Insight #106, available at: http://www.impactinsurance.org/emerging-
insights/ei106. 
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 

 

                                                        
2 It is important to underline that education efforts do not always translate into higher uptake or retention. There 
are many other factors that affect demand and if a product does not provide good value for money, education, by 
empowering farmers to make their own decisions, may actually have the opposite effect. 
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8                                                         
3 For more insights on this topic, please refer to Matul et al. (2013). 



    

 

G
U

ID
E

L
IN

E
S

 F
O

R
 C

O
N

S
U

M
E

R
 E

D
U

C
A

T
IO

N
 I

N
T

E
R

V
E

N
T

IO
N

S
 

 

9 

 

                                                        
4 Financial inclusion 2020 financial capability working group. 2013. Enabling financial capability along the road to 
financial inclusion. Center for Financial Inclusion. 
5 Zollman, J. 2015. Two steps back: How low income Kenyans think about and experience risk in their pursuit of 
prosperity. Paper no. 39. Impact Insurance Facility. 
6 Arnold, J. and E. Rhyne. 2016. A change in behaviour. Innovations in financial capability. Center for Financial 
Inclusion. 
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 

 

 

 

 
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Guidelines for index insurance education

1. Start by raising awareness and building trust

2. Build knowledge through high-touch interventions

3. Promote responsible selling

4. Identify national/regional initiatives to collaborate with

5. Link education with valuable products

6. Establish an M&E strategy from the start

7. Pilot your intervention

 

                                                        
7 Bel, S. and M. Caicedo. 2013. Audiovisual mass media campaigns for insurance education: Stages and lessons. 
Microinsurance Paper no. 21, Impact Insurance Facility. 
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In partnership with Microfinance Opportunities (MFO), a resource centre that promotes client-led 

microfinance and specializes in financial education for the poor, the Association of Kenyan Insurers 

designed a radio show that aired weekly for two months on iNooro FM and Radio Citizen to raise 

consumers’ awareness of insurance and risk management tools.  

 

At the very start of the project, the learning objectives were established for the radio show. The 

goals were created based on market research previously conducted by MFO in East Africa. They 

fell into three categories: understanding risks, managing current assets and understanding 

insurance. The programme, called “A Friend Indeed”, presented the story of a typical family living 

in Kenya, facing common insurable risks. The content was specifically designed to improve scores 

on the learning objectives. Throughout the episodes, the protagonist household suffered common 

shocks, chose how to allocate limited household assets and encountered situations which obliged 

household members to learn the basics of household financial products, such as savings accounts 

and insurance. Nearly all episodes included three elements - dramas, testimonials, and expert 

advice, and most involved audience participation.  

 

AKI adopted a rigorous evaluation strategy to assess the impact of the broadcast. Quantitative 

baseline data was collected in September 2010 and quantitative and qualitative end-line data was 

gathered in January 2011. Measures included: awareness of insurance and risk management 

techniques, insurance literacy, insurance behaviour, attitudes towards insurance, savings and risk 

management, and level of trust.  

 

The findings imply that simple exposure, via the radio programme, to insurance terms and risk 

management techniques was sufficient to increase awareness and knowledge of insurance. Of the 

five measures of consumer education listed above, the radio campaign had the greatest impact on 

the general scores of listeners, as well as on levels of listener awareness of insurance terms and 

products, and on listener knowledge of insurance terms and policies. Listeners scored 18.6 per 

cent higher on measures of awareness and 8 per cent higher on measures of knowledge than non-

listeners. 

 

While not all participants of the focus group discussions conducted after the campaign recalled the 

show or its titles, many participants expressed enthusiasm for the programme and claimed it had 

changed their attitudes towards insurance: “I listened and I changed in that before the programme I 

never used to take insurance people seriously; after, I bought a 15-year plan from CIC”.   

 

The cost-effectiveness of the intervention was also assessed during the evaluation. The evaluation 

concluded that given the results achieved and the relatively low cost of radio as compared to other 

delivery channels, radio intervention was a cost-effective tool for increasing awareness and 

encouraging the process of financial behavioural change. 

 

Source: MFO (2011) 
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Content delivered through mobile phones, via SMS or voice messages, and edutainment videos 

broadcasted in big community meetings also have the potential to reach wide audiences in a cost-

effective manner (see box 2).  

As a way to raise awareness and overcome smallholders’ mistrust of financial services, Econet 

Wireless – Zimbabwe’s largest MNO – started the “I am EcoFarmer” campaign. The campaign, 

which featured real smallholders sharing their experiences and successes with financial services, 

delivered messages celebrating farmers and promoting pride, optimism and community-feeling 

through billboards, posters, radio spots, SMS, and voice messages. Farmers were excited to hear 

from people that reminded them of themselves, their family, and friends. The level of engagement 

was so high that many shared their own story via SMS with Econet, at their own cost. Though not 

focused on index insurance, this example provides interesting insights of how an engaging content 

in the format of a social marketing campaign can be a powerful tool to raise awareness of a topic 

and contribute towards the greater goal of financial education. 

 

Source: Mattern and Terazi (2015) 
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In this light-hearted short movie produced by Oxfam, Allianz, Planet Guarantee, AOPP, and I4, six 

villagers discover the benefits of agricultural cotton insurance. Initially they are sceptical, but 

become convinced after one of them – despite having recently lost all his crops to catastrophic 

rainfall – is able to use his insurance payout to pay for his expensive marriage. 

 

The movie begins with Ouattara and Dembélé, two village elders striking up a conversation. 

Dembélé starts complaining about the high variance in rainfall and low crop yields. However, not all 

is bad. The price of cotton should be high this year and Dembélé’s son – Seydou – will soon come 

to the village to get married and they will have a big celebration. Then, a younger man, 

Guedjouma, approaches them and begins to tell them about agricultural insurance. Guedjouma 

tries to explain the concept to them using automobile insurance, but the two elder men dismiss him 

because in the past he has been misled by other schemes and caused trouble in the village. They 

call him “crazy and brainwashed”. In the next scene, Dembélé goes back home and his wife 

informs him of some bad news: their son Seydou’s crops were washed away by severe rainfall and 

he will probably not be coming home for his marriage. Dembélé and his wife are very worried and 

agree that they will do whatever they can to make sure the marriage takes place even if it means 

selling much of their belongings and all their cattle. Suddenly, Seydou appears smiling and happy, 

showering them with presents. In an aside, Dembélé wonders if Seydou has lost his mind because 

he seems too happy for someone who just lost all his crops. Ouattara and his wife come onto 

scene, eager to learn if the rumours of lost crops are true. Seydou informs them that all the money 

for the marriage has been taken care of. Seeing their disbelief, he explains that the floods were so 

severe that some people even died, but luckily, he had insurance and therefore will be able to 

afford the marriage. All those who refused to buy the insurance lost all of their possessions. 

Guedjouma, the “crazy” man, reappears and continues to explain how the insurance works. Upon 

hearing Guedjouma’s explanations, the women chime in about how important this insurance is, 

especially for women since they are usually more affected by crop failure than men. The movie 

ends with all characters going to the cooperative together to tell others about insurance and 

register. 

 

Source: Oxfam video “Geleya Nesigi” 
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15 

 
 

The International Livestock Research Institute (ILRI) is known for investing in index insurance 

education interventions targeted at pastoralists. Among the several activities implemented, radio 

campaigns were aired on one national radio station, as well as two local ones. In total, six 

programmes were produced, running for a period of two weeks, with three programmes aired per 

week. As pastoralists are a very oral community, ILRI noticed they seem to prefer the radio skit to 

written materials as they are able to get the information first hand. The following script, written in 

funny and vernacular language, is representative of the campaign radio spots: The scene starts at 

a local water point where a local woman, Sadia, comes to get water for the livestock that are still 

alive, surviving on very little water, given the drought. Another woman, Galmo, joins Sadia at the 

well and tries to get some water but Sadia claims that the well is hers and her husband’s, dug by 

their forefathers, and does not let Galmo take any water. A fierce dispute starts between the two 

women, who get their husbands, Molu and Arafti, to join them at the well. The men get into a fight 

and fall into the well. The women call for help and Aidhe, a wise old wise man with knowledge of 

the IBLI concept, appears. He hears out the women’s story while trying to prevent the two from 

also falling in the well. He manages to calm them down and tells them about IBLI as a product, 

designed to provide them with a way to cope with drought-related livestock mortality. Guided by the 

women’s questions, Aidhe explains how the product works, what it covers, and where it can be 

purchased using simple words and catchy phrases, like “The answers lie in the sky”. Sadhia and 

Galmo are excited to learn more about the “miracle” product and, escorted by Aidhe, head to the 

baraza (village meeting) forgetting all about their deceased husbands.  

 

Source: Lee and Solana (2013) 
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Awareness and trust are not enough. Farmers also have the need for more complex education to help 

them think about their risk management needs and the way index insurance can match these needs. 

Activities to build knowledge should focus on providing more complete information about risk 

management and insurance in ways that are relevant and interesting for these groups.  

Training materials should be easy to understand and relate to the experiences of farmers and their 

communities. The content should be designed to enable farmers to identify risks, understand the 

concept of insurance and index insurance, compare different risk management strategies (including 

informal mechanisms, government-sponsored social protection programmes, extension services, 

adequate farm management and quality farming inputs) and conceive an optimal strategy to manage 

their risks. Materials can also help clarify the relationship between savings, credit, and insurance, 

since all these methods can be used to deal with risks, but are better optimized if used for different 

kinds of shocks.  

A simple way to make content relevant is to talk about the risks which farmers, their relatives, friends, 

and acquaintances might face in their daily lives.8 Talking about risks might seem obvious and basic, 

but it can be crucial to success. Behavioural economics research shows that people often 

underestimate losses. Therefore, by discussing risks and their impact, education initiatives can help 

farmers make informed decision about which risks to prioritize.  

Presentation of risks can be followed immediately by a discussion about how smallholder farmers 

currently manage those risks, and how other strategies can be improved and complemented by 

insurance, with a particular focus on production risks and index insurance. The goal is to place the 

value of index insurance alongside other formal and informal mechanisms. Once this discussion is 

done, the focus can shift to explaining how index insurance works in practice. Topics for discussion 

may include: type of index and index construction, trigger levels, risks and crops covered, benefits, 

and compensation calculation. Farmers should be made aware that payouts are based on an index 

rather than on individual losses and that they may be over or under compensated depending on the 

actual losses suffered. Being transparent about sensitive issues from the start will avoid creating high 

expectations and mistrust in this financial service.  

High-touch methods9, such as workshops, are often more appropriate to transmit this kind of complex 

information. Besides involving face-to-face communication, high-touch methods can incorporate 

games, role plays, and other approaches that use a simulation strategy to give farmers some tangible 

experience on how insurance works and might be used. This is particularly useful in the case of a 

complex product such as index insurance (see box 5).  

                                                        
8 In some contexts, the audience may be quite sensitive to discussing risks. In this case, while it is still necessary 
to raise awareness about risks faced, it is important to find a way to bring a positive focus to the discussion. This 
focus can be, for example, on the positive effects that an insurance product can have in people’s lives. 
9 The expressions low and high touch refer to the intensity of the delivery of an intervention. While low-touch 
interventions are usually facilitated by technology innovations, high-touch ones involve in-person interactions. 
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However, high-touch methods have a number of disadvantages: they are expensive, have limited 

scale and farmers are often not interested in attending. Financial educators are innovating to find ways 

to overcome these challenges. One alternative is to use advocates to conduct educational activities. 

Advocates can receive specific training on index insurance and teaching techniques and later on be 

responsible for transferring the knowledge acquired to other farmers, either on an individual basis or 

by leveraging community meetings (box 6). Besides transferring knowledge, this kind of intervention 

also helps to build trust, since information is provided by credible individuals in the eyes of the 

community.  

To make sure knowledge gets down to the end-client, clear outputs should be agreed upon with 

advocates. In addition, they can be provided with educational tools to use during their interventions, 

such as posters, pictorials, role plays, and a cheat sheet with key messages to convey. 

Well-designed games that mimic real world situations can make the learning process fun and 

provide some real life experience in a short period of time, which is particularly useful to explain the 

relatively complex index insurance mechanism. The Index Insurance Innovation Initiative (I4) was 

the first to pilot the use of simulation games to increase insurance understanding, with positive 

results being found both in Peru and Kenya (as described previously).   

 

Despite the positive impacts, simulation games are resource intensive, time consuming, and 

cannot be played by many farmers at once, which limits scale. A strategy may be to focus the 

game on influential households or respected farmers in the community, who can later share their 

knowledge with a broader group. As research shows, social networks can be powerful 

mechanisms for transferring knowledge and influencing behaviour.  

 

Source: Carter et al. (2008) 
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18 

 

 
The quality of the information offered to farmers is an important factor influencing their ability to make 

appropriate decisions about insurance. However, in some cases, the staff of companies and 

distribution channels have little knowledge about index insurance concepts. In other cases, they may 

understand index insurance, but fail to convey information in an understandable manner to a target 

audience that is unfamiliar with this service. Either way, this lack of understanding and clarity is 

harmful to farmers and may negatively affect their experience.  

Investments need to be made in promoting a deeper understanding among staff of insurers and 

distribution channels who interact with farmers of the different aspects of insurance and, more 

specifically, index insurance. More financially capable agents are more effective in conveying concepts 

to clients and are able to sell insurance responsibly. The goal is to give staff a good base knowledge 

to understand the market and to adequately explain index insurance, leveraging the sales opportunity 

as a teachable moment.   

To address the lack of understanding and knowledge of insurance in the low-income market in 

Ghana, the GIZ, through the programme “Promoting Insurance in Ghana” (PromIGH), and the 

Ghana Insurers Association (GIA) planned and implemented a multi-channel insurance awareness 

campaign in four pilot districts of the country (Tamale, Techiman, Aowin and Ho) in 2013 and 2014. 

Key educational messages were developed and then disseminated through three main channels: 

radio (drama and jingles), roadshow, and community advocates. Five radio drama episodes were 

aired by Radio Savannah in Tamale over five weeks, radio jingles were recorded in three 

languages and then broadcasted in seven stations across the four districts, and roadshows 

featuring a movie on microfinance were conducted across the four districts. As for the advocates, a 

total of 66 respected community members were trained via workshops to serve as resource 

persons in their community and all were encouraged to conduct educational activities on their own.  

 

To assess the impact of the campaign, a detailed monitoring and evaluation strategy was 

conducted. Overall, the results suggest that the campaign was successful in increasing awareness. 

Radio was found to be potentially more cost-effective than roadshows. Investments in training 

advocates resulted in positive changes in attitudes and more than half of the advocates monitored 

were eager to share their knowledge to build trust in insurance. Most advocates claimed that after 

teaching sceptical community members how to distinguish between genuine and fraudulent 

insurance companies, people became more opened to receiving further knowledge on insurance. 

For the future, PromIGH suggests to develop a profile of the most active advocates to guide future 

recruiting efforts. 

 

In Kenya, the International Livestock Research Institute (ILRI) has relied largely on village elders to 

convince farmers of the importance of the Index-based Livestock Insurance (IBLI) product and 

reduce scepticism of the local population. In addition, ILRI has also used extension workers to 

educate target clients through village barazas (meetings) organized by the village elders or the 

local chiefs or at the water points where a number of herders congregate during village water 

committee meetings. Extension workers are trained in topics such as drought related risks and 

specificities of the IBLI product in a highly interactive workshop that uses role plays to explain 

complex concepts such as the difference between IBLI’s and conventional products’ trigger levels 

and expected compensation.  

 

Source: MFO and PromIGH (2015), Waweru et at. (2011) 
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Interventions to improve responsible selling should concentrate on developing risk management and 

index insurance-related materials that will fill in staff knowledge gaps. Content can focus on the notion 

of risk, the purpose of insurance and index insurance, how index insurance can meet farmers’ needs, 

how index insurance works in practice (including detailed information for the product that will be sold 

such as risks and crops covered, premiums, sales window, trigger levels, benefits, and compensation 

calculation) and how to sell insurance effectively.  This content can be delivered in the form of staff 

training workshops, as an online professional module or as mobile learning (box 7). To increase 

participation, a reward system10 can be implemented for those taking part in the training, encouraging 

peers to do the same and disseminating their knowledge.   

 

To be effective, training efforts need to be on-going and not a one-time activity. Complementary more 

hands-on activities can ensure continuous learning. SMS refresher programs containing mini-lessons 

and short insights on index insurance may be used with this purpose. If staff possesses smartphones, 

an educational smartphone application that offers index insurance content together with product 

specific information is also a good solution (see box 8).  

 

                                                        
10 Financial rewards are not always effective and may stimulate negative behaviour. Some other rewarding 
techniques include public recognition during claims ceremonies, prizes, and awarding badges.   

Mobile learning uses mobile devices as the learning platform, allowing learners to access 

information at their convenience. It is believed to be an effective tool for capacity reinforcement, 

especially in countries with high levels of mobile phone penetration.  

 

As a way to address the issue of misinformation spread by agents selling the Index-Based 

Livestock Insurance (IBLI) product, the International Livestock Research Institute (ILRI) has 

implemented and is now evaluating an m-learning application for private sector sales agents of the 

IBLI product in Kenya. The m-learning app being piloted offers a sequence of simple micro-lessons 

(three to ten minutes long) that reinforce previous learning. To motivate learners’ engagement, 

alternative incentive structures were tested such as financial awards, badges for high achievement 

in quizzes and leaderboards of top achievers.  

 

ILRI has conducted a randomized control trial to verify the success of the approach, which will be 

judged on sales performance and a knowledge test administered immediately after the sales 

window. The results will determine if the m-learning is cost-effective and should be indeed 

incorporated as a strategy to reinforce the other educational efforts undertaken by the IBLI 

programme.  

 

Source: Wandera (2015) 
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Once staff receives proper training, they can be equipped with a standardized approach to assist them 

in selling this complex product. Since they are usually not insurance experts and because their primary 

focus is sales, they may not always be adept at explaining the details of a complex insurance product 

such as index-based insurance. A range of tools, including videos, key talking points, and guided 

answers to common farmers’ questions, can facilitate the task of explaining a product and stimulate 

staff to take a more responsible approach.  

Though it may be argued that some of these efforts do not consist of education per se, it is important 

to remember that financial capability develops together with the access to financial services. Current 

discussions are too focused on whether or not providers should deliver financial education. They 

forget, however, that direct provision of education is not the only way providers can contribute to this 

agenda. There are many ways by which they can embed education approaches within their business 

models. Besides adopting a more responsible approach towards sales, insurance providers can also 

use other interaction points, such as when replying to a complaint or paying claims, as teachable 

moments. As farmers start to trust index insurance products and become more willing to try this 

financial tool, providers can contribute to the education agenda through the responsible provision of 

insurance. 

 

 
Index insurance education alone is not enough. Financial inclusion requires broader financial 

capability. If insurance is to achieve its full development potential, farmers need to understand other 

financial services as well. Besides, financial capability allows farmers to calculate their business-

related risks, to consider insurance in the context of other risk-management and coping tools, and to 

understand how it fits their broader needs.   

 

FINO Fintech, an Indian banking correspondent agency that sells financial services, including 

insurance products, has developed a mobile-based training module to deliver training to its agents, 

called “bandhus”. Bandhus are first trained in a classroom training session and tested on their 

understanding of insurance through role-play activities. After the first round of classroom training, 

all updates to the product or processes are communicated over the mobile phone. Bandhus can 

use the application on the phone to go through a refresher training session every 14 days. They 

can choose the product they want to learn about through a training menu on the phone. The 

application guides them through a list of questions, which can be repeated until a full 

understanding is achieved. Additionally, SMS messages containing product updates or answers to 

“frequently asked questions” are sent to agents regularly via mobile. Each update also includes a 

question for the agent to answer. This ensures that the update is read and enables FINO to track 

exactly who is checking it. Bandhus who show a lack of understanding are either removed from the 

job or asked to work with other bandhus for a period of time.  

 

Using mobiles for training has reduced costs and improved the understanding of the sales agents. 

Since only one classroom training session is required, subsequent costs of about US$ 700 per 

classroom training session are saved. The development cost of the application (US$ 20,000) can 

be recovered by training approximately 300 agents over the mobile phone. 

 

Source: Prashad et al. (2013) 
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It is important, therefore, for stakeholders investing in index insurance education not to stay isolated. 

By mapping existing initiatives on the national or regional level, they can identify partnership 

opportunities. Establishing linkages to social programmes, government financial education initiatives 

or academic curricula can ensure that the insurance sector contributes with knowledge on risk 

management and insurance-related content. Where a broader financial education initiative already 

exists, stakeholders can step in to provide the insurance related know-how that is generally limited in 

regular financial education programmes. This may include reviewing existing materials and identifying 

gaps or providing risk and insurance-related content for on-going initiatives (see box 9).  

 

The exact format this collaboration may take will vary depending on the context and level of 

development of the financial education initiatives in a specific country. The important part is to 

establish linkages to broader initiatives that can, in the long-term, bring positive impacts to farmers. 

 

 
As previously discussed, better awareness and knowledge of index insurance do not always translate 

into changes in behaviour: many other factors can influence demand. To stimulate risk-averse 

behaviour, stakeholders should consider the different constraints that prevent people from purchasing 

index insurance. One strategy is to try to minimise the delay between a farmer’s decision to act and 

the action itself by conducting interventions right before or during the sales window. By ensuring 

products are available in the market around the time education interventions are taking place, it is 

possible to take advantage of the teachable moment of decision-making.  

Equally, or perhaps most important, is to make sure that products being offered are valuable to 

farmers. Chen (2015) studies the sources of low-demand for weather-based index insurance and 

concludes that the higher the correlation between the index and the yield, the higher the take-up rate. 

The evidence shows that low quality indices negatively affect demand and this will not change with 

education interventions.   

 

 

In 2011, the Brazilian government publicly launched the National Strategy for Financial Education 

(ENEF, for its name in Portuguese) to foster financial education in the country. Rather than a top-

down public policy, ENEF works like a network of initiatives with a centralised coordination and 

decentralised execution mechanisms.  

 

ENEF’s steering committee, CONEF, is formed by 4 financial regulators (including the insurance 

regulatory authority, SUSEP), 4 ministries and 4 civil society entities (including the Brazilian 

Insurers Association, CNSeg) and is responsible for ENEF’s strategic governance and planning of 

initiatives. In addition to the initiatives defined in ENEF’s plan, institutions represented in CONEF 

also maintain their own sectorial financial education programmes aligned to ENEF guidelines. 

Such structure conciliates the need for coordinating government and non-government initiatives 

and preserves the autonomy of financial system stakeholders to develop their own educational 

programmes, while still working towards a national goal. 

 

Source: OECD (2015) 
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Implementing a good monitoring system is not costly and may bring high returns, since the data 

collected can help to refine and improve the intervention. Monitoring costs and expenditure, timeliness 

of action, satisfaction levels of participants and take-up rates, for example, are all basic actions that 

can be easily implemented. Note that when designing a monitoring system and choosing key 

performance indicators (KPI), it is important to keep the initial goals in mind, so as to only gather 

pertinent indicators.  

Evaluations are usually more expensive and involve more work than monitoring. Short-term evaluation 

methods provide immediate feedback about an intervention:  

 Satisfaction surveys can determine whether or not an intervention was considered relevant by 

the target audience; 

 Focus groups and individual interviews can provide important qualitative insights from 

learners; 

 Pre- and post-tests can be used to assess the knowledge that participants gained as a result 

of an intervention.  

While all these methods provide important information on outputs and outcomes, they are often not 

sufficient to offer an understanding of the effect of education on attitudes or behaviour. Assessing 

impact requires a more scientific method for data collection and analysis, such as randomized control 

trials (RCT) using treatment and control groups. Although the results of such studies are more reliable 

and powerful, this type of evaluation is also more expensive and not always necessary. The choice of 

the evaluation method will depend on the goals of the initiative and funds available. If the idea is to test 

new approaches, to prove the value of index insurance education interventions, or to stimulate others 

to invest in this field, then a more rigorous analysis may be recommended.   

 

 
A pilot test is a small-scale version of a larger project. It is an important step that helps to identify 

potential problems and unforeseen challenges before the full intervention is implemented, providing a 

chance to make changes quickly and cheaply. It offers an opportunity to verify the reaction of the 

target audience to the materials and confirm whether the content and delivery methods are suitable. 

Finally, a pilot can ensure that a smart monitoring and evaluation plan – capable of determining the 

outcomes of the programme – is in place.  

To ensure efficient allocation of resources and to maximize results, stakeholders should always try to 

pilot index insurance education interventions. However, if stakeholders anticipate that a complete pilot 

will not be viable due to financial or time constraints, it is important that they at least pilot the content 

with a small group, so as to gauge whether or not it meets the needs of the target audience. 
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