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Abstract:
Global integration of financial markets haveresulted in de-regulating measures, technological
information explosion and financial innovations. This has helped economies to go into
scalable heights .Further with liberalisation and globalisation in the life insurance sector, the
customers have got a lot of options to choose from.Radical changes are taking place in
customer profile due to the changing life style and social perception, resulting in erosion of
brand loyalty. To survive in this dynamic business the focus of the modern life insurance
companies has shifted from traditional product centric approach to a need based customercentric relationship. Creatively involving and engaging the customer have become the key
mantra of the day.Rising expectations have up surged the need for new marketing methods so
as to creatively give the best customised service in time. Hence it has become imperative for
the life insurance companies to develop modern processes and methodologiesof execution of
marketing strategies. This conceptual study revolves in understanding the modern
innovativemarketing methods adopted by life insurance companies and how they have
creatively contributed in developing a competitiveedge in the changing dynamic
environment.
Key words: Modern Marketing Methods, Creative Marketing, need based customer-centric
relationship.
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1. Introduction:
Insurance companies are in a unique position when it comes to marketing. They have no
tangible products to sell, but must instead rely on strong relationships with loyal customers
and word of mouth to help them compete. Still, despite the challenges, the marketing
strategies for insurance companies are really no different than for any other company, and
require a strong focus on the basics of effective marketing.
The marketing concept emerged in the mid–1950s. Instead of a product–centered, „make–
and–sell‟ philosophy the business shifted to a customer–centered, “sense–and–respond”
philosophy. The job is not to find the right customers for your products, but to find the right
products for the customers (Kotler and Keller, 2008).
The American Marketing Association, defined marketing as “An organizational function and
set of processes for creating, communicating, and delivering value to customers and for
managing customer relationships in ways that benefit the organization and its stakeholders”.
Marketing management is the art and science of choosing target markets and getting,
keeping, and growing customers by creating, delivering, and communicating superior
customer value.
Marketing is a societal process by which individuals and groups obtain what they need and
through creating, offering, and freely exchanging products and services of value with others.
Holistic marketing approach recognizes that „everything matters‟ in marketing. It has four
components i.e., Relationship marketing, Integrated marketing, Internal marketing and
Performance marketing (Kotler and Keller 2008). McCarthy (2002) classified marketing
activities as marketing mix tools of four broad kinds which he called four Ps of marketing:
viz., product, price, place and promotion usually applied to marketing of tangible
goods.However to capture the distinctive nature of marketing of financial service
performances especially in the life insurance industry three more elements associated with
service delivery are considered like physical environment, process, and people (Lovelock
and Wirtz 2004). Thus, for effective marketing strategies of financial services like life
insurance seven P‟s product, price, place, promotion, physical environment, process and
people are included.
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Modern Marketing” is the emerging term describing the strategies, tools, best practices, and
processes that respond to recent permanent shifts in modern audience decision making, buyer
behaviour, and post-purchase expression. In this study the researcher has tried to analyse the
various marketing practises adopted in the life insurance industry. The parameters to study
the few modern marketing practises adopted by insurance companies studied are as follows:
a. Branding – online brand protection, monitoring, engagement
b. Graphical & Website Design – Photoshop, Word Press, UI design
c. Content Marketing – production, optimization, distribution
d. Search Engine Marketing (SEM, SEO, PPC)
e. Social Media Marketing (SMM) – content distribution, employee training & AUPs
f. Online Public Relations
g. Mobile Marketing – mobile websites, content, apps, analytics
h. Email Newsletter Marketing – newsletters, events, subscriber lists, distribution
i. Inbound Marketing – demand generation, visitor conversion.
Marketing has significantly changed in the last2-3 years with the convergence, maturity and
adoption of social media, mobile computing, Internet services, and content co-creation tools.
Modern marketing is now a strategic component in practically all areas and with changing
demographic patterns it has entered the life insurance industry in a robust manner.
2. Significance of the study:
Global integration of financial markets has become an important reason to result in
developing de-regulating measures, technological information explosion and financial
innovations.This has helped economies to go into scalable heights where in liberalisation and
globalisation have allowed the entry of foreign players in the Insurance sector. With the entry
ofprivate and foreign players in the Insurance business, people have got a lot of options to
choose from. Radical changes are taking place in customer profile due to the changing life
style and social perception, resulting in erosion of brand loyalty. To survive, the focus of the
modern insurers has shifted to a customer-centric relationship with more involvement and
engagement with the customer.
India‟s economic development made it a most lucrative Insurance market in the world.
Before the year 1999, there was monopoly state run LIC transacting life business and the
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General Insurance Corporation of India with its four Subsidiaries transacting the rest. In the
wake of reform process and passing Insurance Regulatory and Development Authority
(IRDA) Act thro Private and Foreign entrants in the Insurance Industry made others difficult
to retain their market. Higher customer aspirations have lead to new expectations and have
compelled them to move towards life insurance companies who provides him the best service
in time hence it has become imperative to maintain the functional networks and competitive
standards with efficient services. Hence to survive in the Industry it is important to
understand the emerging requirements of the policyholders by introducing novel innovative
products. Thereby certain life insurance company become niche specialists, who provide the
right service to the right person in right time. So it becomes crucial for the life insurance
companies to learn and understand that customer expectations is the focal point to be
considered while developing modern marketing practises.
3. Research Problem:
Indian life insurance is a flourishing industry, with several national and international players
competing and growing at rapid rates. Thanks to reforms and the easing of policy regulations,
so is the increasing role of advertising which effects the consumers‟ choice. The modern
marketing mix adopted by life insurance companies is multi-faceted, multi-channel. Modern
marketing is the integration of traditional marketing with Internet and social media.
Currently, marketing is experiencing a tremendous development on both levels theory and
practice, development, which is underlined by the economic and social processes that occur
in the world, such as globalization, the remarkable advances in technology, deregulation,
market fragmentation, the levers of power customers etc. However, in retrospect, marketing
has emerged and started to be deepened both as a science and as a practice in countries with
developed economies. Their retail markets were characterized by an abundance of products
and services that were designed to put consumers in a position to choose the product best
suited to their own needs. Equally true is the fact that marketing was spreading slowly.This
research paper explores
a) To study the various marketing methods adopted by life insurance companies.
b) To understand the impact of various marketing practises adopted in the life insurance
industry to the customer.
4. Modern Marketing practises can be discussed with following pointers:
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a) Information Technology
Insurers are the earlier adopters of technology. Because of the Information revolution,
customers are free to choose from a wide range of new and innovative products. The
Insurance companies are utilizing the Information technology applications for better
customer service, cost reduction, new product design and development and much
more. New technology gives the policyholders / insured better, wider and faster
access to products and services. The impact of Information Technology in Insurance
business is being felt at an accelerating pace. In the initial years IT was used more to
execute back office functions like maintenance of accounts, reconciling broker
accounts, client processing etc. With the advent of “database concepts”, these
functions

are

better

integrated

in

an

administrative

efficiency.

The real evolution is however emerged out of Internet boom. The Internet has
provided brand new distribution channels to the Insurers. The technology has enabled
the Insurer to innovate new products, provide better customer service and deeper and
wider insurance coverage to them. At present, life Insurance companies are giving
customers a distinct claim id to track claims on-line, entertaining on-line enrolment,
eligibility review, financial reporting, billing and electronic fund transfer to its benefit
its customers.The new-age consumers have become more demanding, adventurous,
and enthusiastic to try out different market offerings. Marketers have exploited this
behaviour as an opportunity to steer consumers in their favour. This has given rise to
greater emphasis on creating a brand value. A brilliant marketing strategy can even
convince its prospective customers that the product will satisfy their needs and
persuade them to overlook the product's shortcomings.

b) Product Innovations:
Insurers are continuously innovating new products based on forward-looking models.
They have developed new products addressing the new challenges in society and
products to address the hazards from new environmental issues. Companies will need
to constantly innovate in terms of product development to meet ever-changing
consumer needs. Understanding the customer better will enable Insurance companies
to design appropriate products, determine price correctly and to increase profitability.
Since a single policy cannot meet all the Insurance objectives, one should have a
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portfolio

of

policies

covering

all

the

needs.

Product development is made possible by integrating actuarial, rating, claims and
illustration systems. At present, the Life Insurers are concentrating on the pension
schemes and the Non-Life Insurers on many innovative schemes of various realms
and thereby enriching their market share. Moreover, with increased commoditization
of insurance products, brand building is going to play a vital role.

c) Distribution Network:
While companies have been successful in product innovation however it has also been
observed that life insurance companies are also struggling with right mix of
Distribution Channels for capturing maximum market share to build brand equity,
effective

customer

relationships

and

cost

effective

customer

service.

While the traditional channel of having the model of retail agency advisors or agents
have always been the chief distribution channel however the life insurance companies
have also innovated and identified original methods of delivering the products to
customers like Corporate agency, brokerage marketing, Banc assurance, e-insurance,
cooperative life insurance societies and panchayats are some of the channels, tapped
by the life insurance companies to reach the appropriate market segments. Thenew
urban masses are being tapped by techniques provided by Information Technology
through Internet and the rural masses are tapped by the consultative approach adopted
by the life insurance companies. Moreover, they attract the customers through
telephone and mobile also.

d) Customer Education and Services:
Life Insurance is a unique service industry where the key industry drivers are related
to life style variables like perceiving insurance as a savings instrument rather than for
risk cover, need based selling, quality of service and customers awareness.
In the present competitive scenario, a key differentiator is the professional customer
service in terms of quality of advice on product choice along with policy servicing.
Servicing focus is on enhancing the customer‟s experience and maximizing his
convenience. This calls the effective CRM system, which eventually creates
sustainable competitive advantage and enables to build long lasting relationship.
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5. Conclusion:
Hence it can be concluded that it is best for the life insurance companies to learn to embrace,
adapt technological advancementand use it to their advantage in order to reap the benefits that
it has to offer. With the surge of social networking portals, multifunctional cell phones, and
gadgets, the face of marketing has undergone a major makeover in the past decade. It has in
fact become an imperative practice for companies to follow the latest marketing trends to not
just get new customers, but also to retain the existing ones. Aggressive, competitive, and
innovative marketing strategies are the precept today. Thus making customization and
segmentation the new indispensable marketing toolsleading to new marketing methods over
the past few years.In the global erathe life insurance companies are increasingly willing to
spend more on the customer satisfaction and brand building exercises. As the industry is
predominantly dominated by personal selling and personalized services many a time the
service standards vary based on the intermediary involved in the process. In order to achieve
the competitive edge over others standardisation the processes involved and bring about
quality improvement through feedback will result in customer satisfaction, customer
retention, customer acquisition, and employee retention and cost reduction.
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