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IUIARKETING A POTICY

Customers don,t buy products. seclion of consumersrh:lb;i;t.!;;,:',iii"iii*w"^s atritudes. ,,r. ,,r,;,-;l?li:5"3:::?: *::"ffii"T;*:::"T"i#."::d::' Theodore Levitt Arr.rhis made it jmi"rotiue f;; ;;; ;.*,o'i'.".;iu"r, r,eels that he is notmarketers to anaiyse the markets. assess getting u fair Jea for his money. DueThe Marketing Function the consumer behaviour, invenr ro these factors, a deep anarysis ofover the ages marketing has risen fr"r l:T.t^!:ltltools 
rnd offer innovrtive consum.. b"hou,ou, and a directan isolated activity, aimed nerely at ]'l"1it'i; 

*l'tn'l its totality, gave bifth inreraction wirh the customers arepushing through goods in ." i r i ing l f^_"^ '^ ' : l -1Yntt 'on 
in Market ing essent iar ingredienrs of  services

markets into an integrated marketinl vlanlgement marketing.
funct ion, ln the modern .orpo.u,I  _.
world, markedng is now a recognis.d j:^t,:l:1 changing market dynamics Marketing of financial services likeentrepreneurial function. Markeiing ^ i""'^].t_1t-" 1 

sirurtion where marketing insurance- is even more difficult ina c.oncept has r lso undergoni 
"  : : , : : lp: . :o 

'o be,much.more tharr  tndia.  The average Indian consumer
ho r i l on la l  expans ion .  I n  i t s  p resen t  se l l l ng  L rea l l ono tdemandra the r rh r r )  w i th  h i s  i ns t i nc t  I o  ge t  someth ing
form, marketing not only coveri gooot iltit'ltlll." "falready 

existing demand. concrere in return of his hard earnedand services bur also .1".r, ]'",I^", il,]:T :bl::,i": 
Focus has moneyis still retuctanr ro buy products

organisations, places and even people. ::':'l::^:f:T 
product to the consumer like and insurance policy. Besides rhisMarket ing concepts are also api t ied. : : : : ] : l l : :  
concepts. l i te market rhesocieryandcutrurewithrheirbel iefs

f:T_,: 
.1,1r.: Iike famity.plann'"*. 

|illj"',rli,:ljiojl,-3'tt 
'.'tiarion. of farriism rnal<e insurance markering

n a t l o n a l  I n t e g r a t i o n .  e n v i r o n m e n t  : ' . l l l " ^ , ^  " " " c r o p m e n t  c o n s u m e r  r n o r e  f o r r n i d a b l e .  I n s u r a n c e  I a k e s  c a r iprotection' education, etc. The ll{i]l"l?it, 
'o 

"i ' lrsin3' publicity and of the want of safety and should thusparochia l .goals  of just  se l l ing goods o,  l 'o" t  
re lat lons ha 'e developed undel  ideal ly  take precedence over

serv ices.  have now been rept-aceo uy :^ t - , : lo t t "o 
of  

,  
mrrket ing.  Thus expendi ture rowards comforr  and

much wider objectives like custonel marl:trn-s r pull strdtegy has far luxury. But because the sacrifice is realsatisfaction. overtaken sales a push strategy both in and immedjate rvhile the benefits arescope as wel l  as contp ler i i ty .  drs tant  and cont ingent ,  insurance
The importance enjoyed by marketinq figures row down on the prionty rist oftoday can be wetl atrriuuteo i" ij',i Insurance Marketing u,iuu..og" .*ru,,,".
tncreasing volume ofcommerce and the By its very nature, marketing of
complexity of markets. In the days of services has remained ticklish'and This only goes to prove fhat more thansmrller, markets and limited products unique in many aspects. Absence of the produci, the concept itselfhas been

lojmln: 
easrly exceeded supply and exchange of tangible goods makes rhe poorly marketed. Although LIC hasrnus sales were more or less ego61".r. qualitative assessment ofservice highly $,ith the help of tax benefits and theConsumers kept their wants at a 5ur" subjective. Since service param"r..l"rl 'nu.stment edge enjoyed by a lifeminimum and marketers offered very very rarely defined - itarurorily o. insurance polic-y, explored almost alll ittle choice. But with the advent oi conrmerciaily - every cusromerha; his segments of Indian market, general

modem techniques ofmass production, own perception of the ,.,.uy." insurance is lagging tar behind. Evenrange and qual i ty  ofgoods and serv ic" .  s tandards,  which are not  a lways af ter  nat jonai i ia t ion fhe reach ofincreased drast ica l ly .  This  induced matched by those set  by the serv ice genera l  insurance products hasmarketers to venture new markets qn4 providers. Such a perceptional remained restricted to the corporatespromote their products to a large cross mismatch is the major cause behin6 ,1.r" and the urban elite. Deprived of the



trH"ffi;:il*11t:,:#tllr".",.i*"',.ylll:.j:'*"o'"'the 
arso rhe high price erasticitv or

benefits, value addition t" g"""';i mitt"ting ou; '"tiu"'"un uif i' ot a"tano in India also makes it an

insurance policies is ui'tuuttv aus'"ri' ;;;iiil;;ti ?nd.t:::'nut 
factors important parameter influencing the

which is a major impedim.", i" ,i" sfrould be .u.ri"a,oot ,uitf,'til" ft"jp 
"f 

f"it"""s of a ptoduct ln a strict

deveropment of personar 
"iJ"i? 

i""r"i""' rt* 'wfi;"G; 
- ' 

11'.|*fi,n:"il? ffil";f:i::
insurance. Due to the conflicting nature of For insurance products, the incurred

Generar insurance in rndia has arso *ff,:;:;;iT;,jH"il:H::"r:":j ;fj[TT:':,n":,l:ili:YrTiT:*;
failed to establish brand- equiry 

*"li"A. ff.n.. it is essential not only launchei products, where claims

Prestigious brands are acknowledged ^ 
io J"i"r.in. the marketrng Soult 

"*p".ienc" 
is not available, areasonable

icons ofquality and have in many cat"t" 
oti."tiu"ty but also to fix the interse estimate has to be arrived at based on

substituted the generic nam€s.or 
orionties. Growth and profrtability are risk analysis and hazard exposure'

products. Brands also help in allaytng 
i*o ,u"t' objectives bothering the Besides these. various considerations

ihe lack of tangible exchange to a great 

"""" t" f  
ins,- i ranc. industry toda) i ike product l i fe cycle,  level .of

extent and hence are vital to servrces 
ititough gro*tl' Lasbeen persistentlY competirion, demand, commission

like insurance. Established -l-".-- favoured, dectrnrng profrtability in the s6ucture, margin for value addition'

facilitate price manoeuvrability tn tn" 
,..;;;;;.s has caught the industry in marginal cost. etc. also influence the

long run. Insurance products .u.t" u o..Al*"nt regarding the viability pricing policy.
homogenous and are not patentaole 

of uncontrolled growth. Increased
Hence in a competitive environment ,"tiun.a on motor premium fot Inrorun." products have been

where almost the same type ofprodultt 
""tri""i"* 

the targeted growth rate has traditionally placed through- the

are offered by many players' tt t' l,n" .ua" profitability inversely operating offrces and the agency torce

brand image which becomes .!he" oropo.tion.rt to growth. Such a situation uit"" * with them. In the recent dmes'

deciding factor rather than the ment oI 
l"ii* for un o.eint review of marketing however, insurers have found new

the policy. Barring LIC to a certain 
"ui"J"..'," 

".".ure rhat only viable placemenr channels in social and

extent. no other insurance company.nut nro*,h is encouraged The focus oi cultural organisations Recreatlon

managed to develop its brand loyalty 
i.-t"ii"* it*. Ue ihifted from overall clubs, tra; agencies, credit cards'

Y::::llg:S?1"J1*,,". r, i'".tii'"'i 
growth in'" *:': ". 

f#**gr *l.*:"t*
o.-ii!. 

"r'.-"geirent.In 
the context Determinadon of marketing mix which direct marketing effort but also

of marketing, it implies a systems 
"*irrr", 

of product' prici placement iacititates serviiing which again

"oo.oLh 
wh-ereby spicific marketing 

"tJ'pt"t",i"". 
is another area.,ol complements direct marketing' The

iP6ffi;. ;;ilru.d in u..ord-." ..t'.,ing rrutegy. As indicated earlier, op"r.,;n, units have to be technically

i""ri#-"ria"rt"o plan by a suitably ;;;;;ii* "o,i,id"tutions 
are crucial und ud*ini"tutively sound and

developed marketing organisation thI io the insurance industry' lhere equipped with sufficient powers to

"." 
i"i""i"itv implJment the plans t. ;;J;;; quite flexible and can rur1", and service products'. The

""'t"l"gt"i"i 
.*n", una prwide a ii"pi"i."t' irnmediately to the mark"t no'b"' of tiers in the channel should

liji"uiJ t 
"au""k 

which facilitates il,lir"."ntt tnt"nsive market researth b. k"pt minimum to eliminate delays

"uufo",ion 
and control. und the consequent product in decision making'

Marketing objectives indicate *1 ::;:..:l:1[:ll":T"t"Xff;:ll1? ,,o.o,,on is vet another area or

Precise results that are exPec'-'{

ihemarketing"*"*i,".rn"JtHll ::*:: 'u't" '"g*Jn's can be 
:;:filfif":l'JJffifiiliilT;ii

rc"ir,,n*. rL pr-ning the marketing sallsfleo' 
brand pmmotion in general insurance

activity. Profit maximisation'- salel p;".h.ins the only revenue generating has been quite ordinary A sultaDle

vo lume ,  marke t  sha r ^  h ron r l  I  r r lw  vv r r ro  - ' -  - '  J

deveiopment,socialrot"n?"t'o'lili' i::^"t'try-l-ll,*t**i'o-r'upt",n"" 
promotional mix comprlsing of tools

satisfaction are some otttr"m' rn"*" Ht":'":i::i:T5{:*:lt* iff"ifi'"::iliil;fu:f5l"fli{;
apafi, product mix considerations 

fi: ,,;;;;; ;;-eting coisiderations prepared to suit the requirements or

of Particular relevance to

EiEJ



Yarious market segments.

Hence it is seen that each of the above
marketing mix components has a direct
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In order to implement the marketing objectives. In the long run a healthy
plans effectively. the organisation agency force serves the purpose of
throughout its hierarchy should be lucrative investment.
manned people having thorough

bearing on the ultimate operating technical and marketing skills. The Control and Appraisal
results of an insurer All of them put
together, govern the direction and
momentum of overall marketing effort.
Thus a met icu lously  des igned
mark€t ing st rategy which ls  tn
consonance with the corporate mission
and philosophy is a condition precedent
to the attainment of corporate goals.

The approach of the industry to these
factors so far has been quite superficial
and desultory. Until recently, very few
new products were launched.  No
conscious effort to assess the market
requirements was made. Whatever
innovation that was materialised was
not always accompanied by adequate
marketing support with result that many
new policies became defunct. The
pricing function of the insurers also is
to a large extent curtailed by the tariff
reglme.

Marketing Organisation
'Due to the unique features of insurance
marketing discussed earlier, personal
s e l l i n g  h a s  b e e n  u t i l i s e d  a s  t h e
dominant  market ing tool  the wor ld
over .  Insurance products are not
standardised (except those controlled
by tariffs) and are modified frequently
to su i t  the market .  MoreoYer as a
concept itself, insurance is difficult to
comprehend for a layman. Besides this
it is concemed with the safety ofperson
or property and hence the consumer ts
l ike ly  to  be more prudent  and
q u e s t i o n i n g  w h i J e  b u l i n g  a  p o l i c y .
S i n c e  t h e  c o n c e p t  i t s e l f  i s  u n d e r
Ceveloped the process of marketing a
rolicy becomes time consuming and
akes a fair amount of counselling and
lersuasion.  Due to these features
: f fect ive communicat ion through
rcrsonal selling is the key to success.

heads of operating units should possess
excellent commun'ication skills so that
they can not only convince a wide range
of customers but can also motivate and
educate the t ie ld  personnel .  They
s h o u l d  p o s s e s s  a  c o m p t e h e n s r v e
understanding of the marketing strategy
as well as the corporate mission so that
they can direct the grassroot marketing
efforts with a view to attain fhe desired
goals.

Here it is pertinent to examine the role
of  agents.  Agent :  are the connect ing
l inks between the insurers and the
customers. They are the people who
actually carry and present the insurance
products to  the customers.  Thei r
in teract ion wi th the customers ls
pr imar i ly  responsib le for  the image of
the product or the organisation formed
by the customer. Hence they arc the
h u m a n  a s s e t s  o f  t h e  m a r k e t i n g
organisation. A healthy agency force
not  only  ensures susta ined and v iable
growth but also develops the brand
imrge of  the insurer .  Her tce t l te  ent i re
p r o c e s s  o I  s e l e c t i n g .  r e c r u i t i n g . .
induct ing,  t ra in ing,  mot ivat ing,  and
remunerating agenfs should be carried
out  most  scrupulously .  The persons
selected should have an idea ofthe local
market potential and the resources to
t a p  t h e  s a m e .  T h e y  s h o u l d  b e
suffrciently qualified to understand and
explain the intricacies of the concept
as well as the product. Initially an agent
is merely a layman and thus has to be
trained thoroughly to gain technical and
communication skills. They should be
kept well intormed of the corporate
maf  ket ing object ivs The
organisational interaction with them
should develop : r  sense of  belonging in
them by integrating their individual
aspi rat ions wi th the corporate

In order to exercise effective control
over marketing operations, as well as
t o  e v a l u a t e  t h e  p l a n n i n g  a n d
i  n r  p  l e  r n  e  n  t  u  t  i  o  n  .  a n  o b j e c t i v e
M a n a g e m e n t  l n f o r m a t i o n  S y s t e m
(MIS) has to be devised. MIS refers to
the system compr is ing of  people,
equipment and procedures whereby
timely and accurate information useful
t o  t h e  m r n a g e r n e n t  i s  c o l l e c t e d .
disseminated, analysed,simplified and
presented wi th a v iew to fac i l i ta te
contro l  and evaiuat ion.  In  today 's
corporate World, IvtIS has emerged as
yet another area of specidlisation. The
i ntroduction of modern infoimation
technology has made MIS all the more
comprehensive and speedy. With a
diverse product  l ine and wide
geographical coverage, the existence of
an insurance organization cannot be
thought of without an efficient MIS.
The precise results of marketing effons
have to be compared with budgeted
f i g u r e s  t o  a s s e s s  t h e  s u c c e s s  o r
otherwise of the marketing strategy.
rvith the help of MIS with a view to
devise corrective measures, wherever
necessary.

Marketing is all about performance and
performance is all about rewards. MiS
a l s o  f a c i l i t a t e s  t h e  r e v i e w  o f
funct ion ing and correspon d i  ng
remuneration of marketing personnel.
Incentive schemes for field personnel
should reflect the marketing strategy of
the or_ganisation. Incentives should be
directly linked with parameters like
portfolio profitability and growth of
slow moving products. Likewise for
pefs is tent ly  adverse per formance,
disincentives should also be provided.
I n c e n t i v e s  s h o u l d  c o n v e y  a  c l e a r
message to the field personnel that only
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if ,f," 
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thiives shall they relations :ill. 
b'l,if insurance

f lour ish. market ing in l ine with consumer

Products market ing ln such a

6. cHALLENGEs ATTEAD i:;fi :::::'ruilT:l ".X""",lHl:
The impending compet i t ion ln  

' l t  fu ,u i .  ln  such a s i tuat ion the

insurance sector is cefiain to poise the considerations cited above will have to

biggest ever challenge to insurance be given absolute prioritr.

marketing. The entry of new players tn -

the field is bound to have the_ -.ott Mu.k"ting on the other hand is also

immediate impact on the marketing facing severe challenges on account of

scenario.Innovative products and value 
in.re-asing consumerism. In today's

added services accompanied bY -ark"t, u 
"onsumet 

is no more a lame

r igorous ef for ts  in  brand promott? l  Ou. t .  Backed by the increastng

a d v e r t i s i n g '  p u b l i c i t y  a n d  p u b l l c

communitY awareness and

consumer Protection laws the av

consumer is becoming more ano

assertive and demanding OnlY a

salesperson supported bY a comPet

marketing organisation can nope

counter such challenges successfully'

Amidst these challenges marketing

insurance PolicY is Poised to

as much an ordeal as marketrng a

or economic PolicY'
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