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Why This Study?

Shifting Marketing Landscape

The traditional insurance marketing
landscape, heavily dependent on agents
and direct sales, is undergoing rapid
transformation. Driven by increasing
internet and smartphone penetration in
urban India, there's a pronounced shift
towards digital platforms. This study seeks
to understand the implications of this
digital transition.

Evolving Consumer Exposure
and Trust

Urban Indian consumers encounter a wide
array of insurance marketing channels,
both digital and traditional. Despite high
exposure, trust levels vary significantly
across these channels. This research
explores how this diverse exposure and
varying trust levels impact consumer
perception and engagement with insurance
products.

Comprehensive Perception
Analysis

This study specifically examines consumer
perception of these varied marketing
channels across key dimensions: channel
visibility, the quality and quantity of
information provided, sales process
transparency, and overall influence on
purchasing decisions. By analyzing these
factors, we aim to offer valuable insights
for effective insurance marketing
strategies.
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Problem Statement: Trust
Clefe

Visibility vs. Trust Digital vs. Agents

Despite the growing visibility of While digital platforms are

digital insurance marketing expanding, traditional insurance
channels, there's a prevailing lack agents continue to be preferred for
of trust among urban Indian their ability to provide personalized
consumers, especially compared to guidance and clarity on complex
traditional methods. insurance products.

Research Gap

Existing research offers limited comparative analysis on consumer perception
and trust levels between digital and traditional insurance marketing channels
specifically within urban India.

TRUST GAP

O
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Study Objectives

§J

It

Primary Goal

Compare digital vs. traditional perceptions.

Assess Visibility

Evaluate exposure across platforms.

Fvaluate Informativeness

Perceived transparency and info.

Study Impact

Pricing, endorsements, policy additional benefits.

Analyze Switching

Behavior from marketing dissatisfaction.
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Methodology

Study Design

Descriptive, cross-sectional quantitative.

Sample Size
102 urban respondents.
Sampling Technique

Snowball (non-probability).

Tool Used

Structured online questionnaire (Google Form).
Data Analysis

Descriptive statistics + Chi-square test.
Software

Microsoft Excel and SPSS
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Demographic Profile
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Majority in 35-44 age group. Two-thirds male respondents.

50% already hold insurance policies.
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Marketing Channel Exposure
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Online ads were noticed by 42% of respondents, followed closely by social media at 37%. Traditional agents were noticed by 28%,
and print/TV ads by 15%.

60% frequently encounter insurance marketing.

However, the perceived quality and value of these exposures vary significantly among consumers.
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Most Effective Channels

Traditional Agents are perceived as the most effective channel,

Traditional Agents

with 55% of respondents finding them best for explanations and
personalized guidance. Company Website

As illustrated in the chart, agents significantly outperform digital Call Centers
channels like company websites (40%), online advertisements

Online Advertisements

(30%), and social media (25%) in perceived effectiveness for

' ISi Social Medi
purchasing decisions. il [zl

Email Marketing

Despite their growing visibility, digital marketing channels often

lack the credibility and emotional assurance consumers seek

when navigating complex insurance products.
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Perception of Marketing
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Only 16% found marketing transparent. 37% believed marketing was informative.

Disconnect between message and understanding.
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Purchase Decision Influencers
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Price & Discounts Additional Benefits Testimonials

* Price and discounts influence 67%.
» Additional benefits critical for all respondents.
 Testimonials affect 42% of decisions.
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Consumer Switching Behavior

45% of consumers have switched insurance providers. The primary reason (70%) is misleading or unclear marketing messages.
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Chi-Square Test Findings

15 =

10 =

Transparency INnformativeness

The Chi-Square test revealed a statistically significant relationship between marketing channels and consumer perception. Specifically, both
Transparency (x*> = 12.47) and Informativeness (x* = 7.93) showed significant associations, indicating that these factors are crucial in
shaping how consumers perceive insurance marketing messages and potentially influence their decisions.
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summary of Key Findings
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Strategic Recommendations

Enhance Digital Clarity Personalized Messaging

Improve honesty and educational value in digital Use tailored messages and clear disclosures for
marketing content. consumers.

Leverage Hybrid Models Highlight Benefits

Combine digital reach with agent-led trust for optimal Prominently feature testimonials and value-added

results. benefits.
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Limitations and Future
Scope

Sample Limitations

Research focused on urban, digitally literate populations.

Data Subjectivity

Reliance on self-reported data introduces potential bias.

Future Research

Include rural populations and cross-platform brand analysis.
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Conclusion

Effective insurance marketing requires a balanced approach, combining digital transparency and value with crucial agent-led clarity, to
build trust and ensure consumer satisfaction and retention.
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Thank You!

It's been a pleasure sharing these insights with you today.

Questions & Answers

Digvijay Singh Rajawat

digvijay.rajawat@iihmr.in
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