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The main aim of this study to understand consumer insight towards advertisements in 

Insurance sector, to search for need to explore new advertisement channels and to study the 

effectiveness of advertisement and create content for the same. The research is based on four 

elements   that are communication goal ,target group, social media marketing and campaign 

design .Questionnare method was used collect data from 200 people targeting all age groups. 

Data was analysed through Factor Analysis using SPSS as a statistical tool.  , it was observed 

that major source to promote Insurance plans was Facebook and Wynk Music. It was found 

that Private insurance sector has a strong online presence when it comes to advertisements on 

media platforms like YouTube and Facebook. People might not be that enthusiastic about 

clicking on advertisement campaigns that are shown on YouTube. Celebrity Endorsement 

may not be required for advertising the products of Insurance sector. As people are more and 

more indulging in online platforms , Newspapers might not be the best scenario for the 

advertisement of Insurance companies. 
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Introduction 



Insurance companies have traditionally sold life business using tied agents . All life insurers 

have tied agents working on a commission basis only, and the majority of private-sector 

insurers have followed this approach in distributing life products. Nevertheless, as banks are 

now able to sell insurance products, bancassurance has made a major impact in life sales. 

Tied agents have traditionally been the primary channels for insurance distribution in the 

Indian market. Direct marketing in the past was mainly in the form of direct mailing by banks 

to their accountholders marketing insurance products provided by their allied life insurers. 

Bancassurance is emerging as an important new avenue of distribution of insurance in India. 

Some insurance companies like SBI Life are heavily devoting their resources to and 

successfully implementing bancassurance. 

 Literature Review 

[1]Anatasia et al (2016) stated that the presence of branding in skin care advertising provides 

viewable impressions about the products on potential consumers. In short, brand-focused 

advertising boosts consumer trust. Finally, since financial status of consumer has no 

significant relationship with trust, the skin care advertising practitioners could pay less 

attention on this when promoting the products. Successful marketing planning needs carefully 

planned and cost effective advertising strategies. These need to be put in place to ensure that 

consumers are informed and reminded about products as well as to avoid wasteful spending. 

As people increasingly turn to new media as a source for communication, knowledge and 

business, advertisers and marketers need to tailor their strategies and tactics in creative and 

innovative ways to meet the needs of the new generation.(Terkan , 2014)[2] 

[3]Vattikonda et al (2015)  found that development of the net acquisition benefit (NAB) 

metric to approximate profit per impression in order to measure the effectiveness of an ad 

campaign, and the incremental net acquisition benefit (INAB) to measure the marginal 

benefit of one ad strategy over another. Using these metrics and extensive search and ad click 

data from a major search-ad provider, we find that cannibalizing organic traffic and poaching 

a competitor’s traffic are frequently ineffective while call extensions on mobile phones show 

promise. According to [4]Dehghani (2013)  ; The social media provides new opportunities, 

paving way for enhancing brand image‘s firms that need to put it in their top priority. Also 

the new and old brands would use the social media to improve their competitiveness in the 

market and to gain momentum with their consumers in order to achieve customer satisfaction.  



Through the use of social media would easily reach the user-friendly interactive system, 

understanding customers’ special and unique needs in a way that clients themselves are can 

adapt and understand well. 

Integrated advertisement message strategy and brand image has a medium effect size and 

integrated advertisement message strategy and brand purchase intention exhibit a large effect 

size. The relationship between integrated advertisement message strategy and persuasiveness 

revealed a small effect size. (Adetunji et al , 2014)[5] 

 

Objectives 

o The first objective is to understand consumer insight towards advertisements of 

Aditya Birla Sunlife Insurance. 

o The second objective is to search for need to explore new advertisement channels. 

o The third objective is to study the effectiveness of advertisement and create content 

for the same. 

 

Research Methodology  

Sources of Data:  

Primary Sources: 

Primary data are those, which were collected afresh and for the first time and thus happen to 

be authentic in character.  Primary Data was collected through Questionnaires. 

Questionnaires are commonly used to collect factual information in order to classify people 

and their circumstances and to gather straightforward information relating to people’s 

behaviour.They can be beneficial to look at the basic attitudes/opinions of a group of people 

relating to an issue.It is an effective tool to measure the satisfaction of customers with a 

product or service.They can be instrumental in collecting ‘baseline’ information which can 

then be tracked over time to examine changes. 

 

 



Secondary Sources : 

When an investigator uses the data that has been already collected by others is called 

secondary data. The secondary data could be collected from the journals, reports and 

various publications. The advantage of the secondary data can be economical, both in the 

terms of money and time spent. In this report secondary data was collected through Internet. 

For this study, data has been collected majorly through Journals and Research reports. 

 

Analysis and Interpretation: 

 

 

Table :  KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .727 

Bartlett's Test of Sphericity 

Approx. Chi-Square 223.221 

df 45 

Sig. .000 

 

KMO Test :  

Kaiser-Meyer-Olkin (KMO) Test is a measure of how suited your data is for Factor Analysis. 

The test measures sampling adequacy for each variable in the model and for the complete 

model. The statistic is a measure of the proportion of variance among variables that might be 

common variance. The lower the proportion, the more suited your data is to Factor Analysis. 

 

 

 

 

 

 

 

 

 

 



Table 5.6  Rotated Component Matrix
a
 

 Component 

1 2 3 

Newspaper should be used 

to promote Aditya Birla Sun 

Life Insurance 

.551 -.080 .108 

Magazines should be used 

to promote Aditya Birla Sun 

Life Insurance 

.702 .026 .117 

Television should be used 

to promote Aditya Birla Sun 

Life Insurance 

.497 .481 -.083 

Bill Boards should be used 

to promote Aditya Birla Sun 

Life Insurance 

.141 .169 .597 

Instagram should be used 

to promote Aditya Birla Sun 

Life Insurance 

.006 .348 .615 

Facebook should be used to 

promote Aditya Birla Sun 

Life Insurance 

.023 .789 .142 

Twitter should be used to 

promote Aditya Birla Sun 

Life Insurance 

-.047 .581 .402 

YouTube should be used to 

promote Aditya Birla Sun 

Life Insurance 

.521 .497 -.074 

Wynk Music should be used 

to promote Aditya Birla Sun 

Life Insurance 

.201 -.162 .725 

Celebrity endorsement 

should be used to promote 

Aditya Birla Sun Life 

Insurance 

.520 .149 .313 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 12 iterations. 

 

Rotated Component Matrix indicates that the idea of rotation is to reduce the number factors 

on which the variables under investigation have high loadings. Rotation does not actually 

change anything but makes the interpretation of the analysis easier.  



Interpretation: 

Facebook should be used to promote Aditya Birla Sunlife Insurance. It shows the highest 

validity of 0.789 in the above matrix. Aditya Birla Sunlife Insurance already has its presence 

on this social media platform , It needs to increase its advertising activities on it through 

videos of advertisement campaigns.Wynk Music shows the validity of  0.725 as the music 

application can be used for showing advertisements of Aditya Birla Sunlife 

Insurance.Magazines can also be used for promoting Aditya Birla Sunlife Insurance . It 

shows the validity of 0.702. These magazines can include Business Today, Outlook, Frontline 

etc.Instagram shows the validity of  0.615 which indicates that it can be used to promote 

Aditya Birla Sunlife Insurance .Short videos can be shared on this social media platform to 

build anticipation about its products.Billboards should be used to promote Aditya Birla 

Sunlife Insurance as they carry validity of 0.597 which indicates that it is a good medium to 

advertise about its products .Twitter shows validity of 0.581 which indicated that this can be 

used to advertise Aditya Birla Sunlife Insurance but on the moderate basis.Newspaper can be 

used for the promotion but print media might not help that much as newspaper promotion 

carries validity of 0.551. As people are more and more indulging in online platforms this 

might not be the best scenario for the advertisement of  Aditya Birla Sunlife 

Insurance.Youtube might not act as the best promotional tool for advertisement of   Aditya 

Birla Sunlife Insurance as it carries validity of only 0.521 , people might not be that 

enthusiastic about clicking on advertisement campaigns that are shown on Aditya Birla 

Sunlife Insurance. Celebrity Endorsement shows the least validity of 0.520 which clearly 

indicates that celebrity involvement may not be required for advertising the products of  

Aditya Birla Sunlife Insurance.  

Findings 

During the study, it was found that majority of people are aware of life insurance sector. It 

was observed that major source to promote Aditya Birla Sunlife Insurance was Facebook and 

Wynk Music. It was found that Private insurance sector has a strong online presence when it 

comes to advertisements on media platforms like YouTube and Facebook. People might not 

be that enthusiastic about clicking on advertisement campaigns that are shown on Aditya 

Birla Sunlife Insurance on YouTube.Celebrity involvement may not be required for 

advertising the products of  Aditya Birla Sunlife Insurance.As people are more and more 

indulging in online platforms , Newspapers might not be the best scenario for the 



advertisement of  Aditya Birla Sunlife Insurance.Billboards are a good medium to advertise 

about its products. 

Implications of the Research 

Information regarding new products should be provided to the customers.The company 

should find out the no. of people who are not having any of the insurance plans through an 

intensive market research and motive them to get insured.Special schemes and discounts can 

be introduced to attract customer attention.Welfare schemes can be introduced.Schemes can 

include a feature where the customer can apply for insurance online and cancel it anytime 

.Leveraging technology to service customer quickly, efficiently and conveniently.Even 

though most of the policy holders are satisfied with policies, plan they have but some new 

attractive insurance plans should be introduced to bind them not to switch over to other 

companies’ insurance plan.At some level company should provide information to the 

customers about the charges of the policy.Repositioning of  the products of private insurance 

should be done where it can be at par with services provided by Government 

Insurance.Annual premium should be reasonable. 

Conclusion: 

This study was conducted with its main focus on advertising strategies that are used in private 

insurance company Aditya Birla Sunlife Insurance. Awareness among people about private 

insurance plans is present but they still don’t put their trust in it because of the stereotype that 

government insurance is much more reliable . 

Private Insurance companies have to work on creating their brand trust by understanding 

consumer insight, only then they would be able to attract customer attention and their 

advertising strategies will come into effect. Apart from their advertisements on YouTube 

videos that has that emotional touch where people can relate to their own situations, the 

company can focus more on putting in a meaningful message which can give more 

information about the insurance related queries of people. 
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