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1. TITLE

Consumer Perception of Digital vs Traditional Insurance Marketing Channels in Urban India: A
Comparative Analysis

2. INTRODUCTION

Economic expansion, regulatory changes, increased public awareness, and technological
advancements are all driving major changes in the Indian insurance industry. Insurance
marketing tactics have changed significantly in recent years, moving from traditional agent-
based sales to tech-enabled digital platforms like websites, mobile applications, social media,
and online advertisements. In urban India, where both forms of communication are widely
available, this dual marketing environment has produced an intriguing dynamic in consumer
engagement.

In India, agents who serve as relationship managers and personal advisors have historically sold
insurance more often than they have purchased it. Especially with new policyholders, these
agents have played a crucial role in fostering trust. Digital marketing strategies, on the other
hand, are based on speed, scale, and personalization and are driven by analytics and
algorithms. Although these approaches have a wider audience and lower acquisition costs,
they might not provide the individualized attention and direction that many Indian customers
seek when making difficult financial decisions, such as purchasing insurance.

Both formats are becoming more prevalent in urban India, which is known for its tech-savvy
and financially literate populace. Although this consumer group researches financial products
online, they frequently rely on conventional trust-building methods to complete transactions.
Because of this overlap, urban consumers are a perfect group to research the perception and
efficacy of marketing.

In the insurance sector, marketing communication is essential for educating, convincing, and
fostering trust. However, how consumers view the message—whether it is clear, educational,
trustworthy, and in line with their needs—determines how effective marketing is. Digital
marketing has been criticized for being overly sales-driven, cluttered, and misleading, even
though it has the potential to democratize access to information. On the other hand, agents
are frequently linked to biased selling or a lack of product knowledge, even though they are
capable of offering thorough, reliable advice.

In light of this, it's critical to comprehend:

e  Which marketing channels are most noticeable to urban consumers?

e What is their opinion of the messages' transparency and informativeness?

e Do marketing formats affect their preferences, trust, and, eventually, their purchasing
decisions?

The purpose of this study is to compare how urban Indian consumers view digital and



traditional insurance marketing channels, with an emphasis on purchasing behavior,

transparency, and informativeness. By offering evidence-based insights into consumer

psychology and marketing efficacy in the Indian insurance market, it aims to close a gap in the
literature and practice.

3. RESEARCH QUESTIONS

4.0

Which advertising platforms are most visible to urban Indian insurance consumers?

How do consumers perceive transparency and informativeness in insurance marketing
across platforms?

Is there a difference in influence between digital and traditional marketing formats?

What role do factors like testimonials, pricing, and policy benefits play in shaping
decisions?

BJECTIVES

To assess the demographic characteristics of consumers exposed to insurance
marketing.

To identify the most frequently observed insurance marketing channels.
To evaluate consumer perception of transparency and informativeness in marketing.

To understand the influence of endorsements, pricing, and additional benefits on
purchase behavior.

To test the association between channel type and perceived
transparency/informativeness.

5. HYPOTHESES

Ho1 (Null Hypothesis): There is no significant association between the type of
marketing channel and perceived transparency.

H: (Alternative Hypothesis): There is a significant association between the type of
marketing channel and perceived transparency.

Ho2 (Null Hypothesis): There is no significant association between the type of
marketing channel and perceived informativeness.

H.2 (Alternative Hypothesis): There is a significant association between the type of
marketing channel and perceived informativeness.



6. MATERIAL AND METHODS
e Study Design: Descriptive cross-sectional study using a quantitative approach.
e Study Setting: Urban Indian cities; data collection will be conducted online.

e Study Population: Adults aged 25 years and above residing in urban India who have
been exposed to any form of insurance marketing.

Inclusion Criteria:

e Respondents aged 225 years

e Residing in urban areas

e Having exposure to either digital or traditional insurance marketing
Exclusion Criteria:

e Individuals with no exposure to insurance advertising

e Incomplete responses

e Sample Size: Target sample size of approximately 100 respondents.

e Sampling Technique: Non-probability, snowball sampling.

e Study Tool: A structured questionnaire including multiple-choice and Likert-scale items
will be developed and distributed via Google Forms.

e Study Duration: Planned for one month (e.g., September 2025).

7. DATA ANALYSIS PLAN
e Software: Microsoft Excel or SPSS
e Descriptive Statistics: Frequencies and percentages for demographics and responses
¢ Inferential Statistics:
o Chi-square test to assess associations between:
= Channel type and perceived transparency
*= Channel type and perceived informativeness

o Significance level: p < 0.05

8. ETHICAL CONSIDERATIONS

e Informed consent will be obtained from all participants through the first section of the
Google Form.



Participation will be voluntary, and anonymity will be maintained.
No personal or sensitive data will be collected.

The data will be used strictly for academic purposes and stored securely.

9. IMPLICATIONS OF THE STUDY

This study is expected to provide insights into consumer perceptions of insurance marketing in

the Indian urban context. The findings can help insurance companies:

Optimize marketing communication strategies.
Improve the clarity and relevance of promotional content.
Choose the most effective channels for consumer engagement.

Support policy discussions on responsible advertising in the insurance sector.
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