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Abstract  

The insurance sector in India is still in its nascent stages. But the Indians are in extreme risk race. 

Thus, due to this only the government entities have a good presence and brand recognition in India 

and the others have a difficult time carving a space out for themselves in the market. Since the 

industry is at its early age even now hence it is constantly changing and evolving. This makes it 

mandatory for the new players to toe the line and at the same time constantly keep on evolving 

itself to meet the needs of the consumers. In this sector the visibility of the brand matters the most 

and is of utmost importance. Since insurance is the backup plan for more risky propositions like 

shares and stocks. Hence the customers who want to go for these propositions too are extremely 

risk averse. Hence there must be products specifically for this segment. And then expand 

furthermore into other segments while keeping their base customers with them. 

In this paper the marketing mix of IDBI Federal life insurance solely depending on the current 

marketing approaches and the expectation of the Indian consumers in the insurance sector is 

studied. 

Keywords: insurance, consumers, shares, marketing mix. 

Introduction  

The insurance industry of India consists of 53 insurance companies of which 24 are in life 

insurance business and 29 are non-life insurers. Among the life insurers, Life Insurance 

Corporation (LIC) is the sole public sector company. Apart from that, among the non-life insurers 

there are six public sector insurers. In addition to these, there is sole national re-insurer, namely, 

General Insurance Corporation of India (GIC Re). Other stakeholders in Indian Insurance market 

include agents (individual and corporate), brokers, surveyors and third-party administrators 

servicing health insurance claims. 

India's life insurance sector is the biggest in the world with about 360 million policies which are 

expected to increase at a Compound Annual Growth Rate (CAGR) of 12-15 per cent over the next 

five years. The insurance industry plans to hike penetration levels to five per cent by 2020. 
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The Indian insurance market is a huge business opportunity waiting to be harnessed. India 

currently accounts for less than 1.5 per cent of the world’s total insurance premiums and about 2 

per cent of the world’s life insurance premiums despite being the second most populous nation. 

The country is the fifteenth largest insurance market in the world in terms of premium volume and 

has the potential to grow exponentially in the coming years. 

Review of Literature: 

A marketing strategy combines product development, promotion, distribution, pricing, 

relationship management and other elements; identifies the firm's marketing goals, and explains 

how they will be achieved, ideally within a stated timeframe. Marketing strategy determines the 

choice of target market segments, positioning, marketing mix, and allocation of resources. It is 

most effective when it is an integral component of overall firm strategy, defining how the 

organization will successfully engage customers, prospects, and competitors in the market arena 

of corporate strategies, corporate missions, and corporate goals. As the customer constitutes the 

source of a company's revenue, marketing strategy is closely linked with sales.  

There is lack of Marketing Communication in Indian Banks. Adopting banks suitable marketing 

promotion strategies for better business. He emphasized that on adoption of personal selling as a 

strategy for marketing promotion in Banks the banking business can improve considerably (Mehta, 

2010) 

A well -designed promotional strategy is very important to promote banking services effectively. 

They studied that the promotional strategies of private and public sector banks are almost similar. 

Both types of banks take the help of almost all type of media to promote their services. The major 

difference in the promotional strategies adopted by banks is in the two techniques of the promotion 

and they are "Personal Selling" and "Direct Marketing". The difference is that public sector banks 

do not adopt the strategies of promotion as personal selling and direct marketing; on the other 

hand, the same are adopted by private sector banks (Gupta and Mittal, 2008). 

An empirical study on, ―Product related characteristics, Promotion and Marketing Mix are key 

tools in determining Purchase Behavior of Purchase Decision by Teenagers. Results suggest that 

teenagers are influenced by updated information of the product and hence they go for information 

search, collect information from different dealers on various aspects like price, technology etc. 
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They are also influenced by peer compulsion of sales talk of the dealers. Teenagers employees two 

strategies-Emotionally convincing & logically convincing to convincer their parents. Logical 

teenagers give importance to sales promotion factors like offers & schemes, while emotional 

teenagers give importance to aesthetic appearance, color, brand value, popularity & social image 

on selecting the products (Mohanrani and Mahavi, 2007). 

The performance of Indian commercial banking sector during the post-reform period were studied. 

They have evaluated several efficiencies estimates of individual banks using non-parametric data 

envelopment analysis. They have employed three different approaches, viz. intermediation 

approach, value-added approach, and operating approach in defining inputs and outputs of banks 

(Das and Ghosh, 2006). 

Objectives of the Study 

• To identify the strategies of IDBI Federal Life Insurance use to market their products. 

• To gain an understanding on issues that are important for developing marketing strategies 

for financial services.  

Research Methodology 

Data was collected through secondary data from company’s website and various sources.  

Marketing Strategy Used by IDBI federal life insurance: 

 Institution for advanced learning: to provide state of the art training in financial products to middle 

level and senior level executives. 

 Internal consultant/change agent: to act as a catalyst for change in attitudes and orientation of 

banking staff and to provide expertise and consultative support. 

 Feedback supplier: to capture and structure feedback from trainees and from the market. 

 Think tank: to provide expert and inform suggestions, model business strategies, analysis of 

market developments from a banker perspective. 

IDBI Bank Marketing Mix (4Ps) Strategy 
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Marketing Mix of IDBI Bank analyses the brand/company which covers 4Ps (Product, Price, 

Place, Promotion) and explains the IDBI Bank marketing strategy. As of 2020, there are several 

marketing strategies like product/service innovation, marketing investment, customer experience 

etc. which have helped the brand grow. 

Marketing strategy helps companies achieve business goals & objectives, and marketing mix (4Ps) 

is the widely used framework to define the strategies. This article elaborates the product, pricing, 

advertising & distribution strategies used by IDBI Bank. 

IDBI Bank Marketing Mix & Strategy: 

IDBI Bank Product Strategy: 

The product strategy and mix in IDBI Bank marketing strategy can be explained as follows: 

IDBI Bank is one of the leading banks in India. IDBI Bank products include Preferred Banking, 

opening of savings account with special schemes for Women named as Super Shakti Account, for 

Senior Citizen as Jubilee Plus, Power Kids targeted at children, Sabka basic savings account 

(Complete KYC), personal savings account. Other products include Flexi Current account scheme, 

Corporate Payroll account, Fixed deposit and lockers. All these are the basic offerings in the 

product mix. In loans the bank provides home load, auto load, education load, personal load, loan 

against securities. Other products include issue of Credit cards, Debit cards, prepaid cards. IDBI 

Bank also provides 24 hours banking facilities through Phone banking, mobile banking, internet 

banking, Pradhanmantri social security scheme and Sukanya Samriddhi account. IDBI bank is also 

involved in proving general insurance, Life insurance, Mutual funds, pension system and sovereign 

gold bonds. 

IDBI Bank Price/Pricing Strategy: 

Below is the pricing strategy in IDBI Bank marketing strategy: 

IDBI bank has implemented effective schemes and carried out competitive pricing so that it gives 

quality services for its customers. IDBI Bank wants to have an equilibrium of pricing between 

customer requirements and policies. The interest rates are decided as per the recommendation of 

RBI. For its various services and products, IDBI Bank has adopted a reasonable pricing strategy 
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and pricing decisions are influenced by interest charged, commission and the service fee. This 

gives an insight in the pricing strategy in its marketing mix. 

IDBI Bank Marketing Strategy comprises of not only its Marketing Mix, but also segmentation, 

targeting, positioning, competition and analysis like SWOT. Also read IDBI Bank SWOT 

Analysis, STP & Competitors 

IDBI Bank Place & Distribution Strategy: 

Following is the distribution strategy of IDBI Bank: 

IDBI Bank services can be obtained by visiting the nearest branch of the bank or customers can 

contact the 24 x 7 helpline. IDBI Bank’s registered office is at Colaba, Mumbai. It facilitates online 

transactions users can pay Credit card bills using iPay, Bill payment using Instapay, Online tax 

payment, Online donation, Purchase Air tickets and carry out various online payment activities. 

IDBI Bank has dedicated ATM centers across India, where customers can withdraw cash and 

perform other transactions such as viewing balance statement and other transaction related 

activities. 

Customers can carry out net banking, make credit and debit card payments and other transactions 

online. 

IDBI Bank Promotion & Advertising Strategy: 

The promotional and advertising strategy in the IDBI Bank marketing strategy is as follows: 

IDBI Bank advertises using various communication channels such as word of mouth publicity, 

advertising campaigns, telemarketing, and sales promotions. There is a dedicated helpline and 

customer care center which solves customer issues. IDBI Bank is involved in CSR activities and 

in association with Association for the blind it has set up NAB – IDBI a polytechnic for the blind 

at Ambernath, Maharashtra. It released a commercial titled banking and friendship mentioning the 

strengthening of relationship between the customer and bank. 

Since this is a service marketing brand, here are the other three Ps to make it the 7Ps marketing 

mix of IDBI Bank. 
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People: 

IDBI Bank has good focus towards its customers and employees. The employees working in IDBI 

have knowledge about the products and services and are professionally trained. The employees 

work is aligned with the vision and mission of the company and they work to achieve 

organizational goals. The IDBI Bank employees are recruited through a streamlined process and 

are given adequate training on the roles offered. Employees are encouraged to be customer friendly 

and directed to satisfy customer requirements. 

Process: 

IDBI Bank has several processes for business. The processes followed are customer friendly such 

that customer easily follows the instructions given and the bank has employed measures to make 

it less cumbersome for the customer to carry out the transactions. IDBI Bank has made use of 

sophisticated technologies to prevent hacking of customer accounts and the online transactions are 

securely carried out. It maintains stringent security processes so that customer accounts are safe. 

Physical Evidence: 

The infrastructure is developed keeping in mind the customer’s convenience and comfort. There 

are knowledgeable and adequately trained employees to help and assist the customer in the 

transactions. The bank reflects the brand colors so that any customer who visits the IDBI bank can 

look for common ambience across all banks. The bank works on the principle of trust and 

transparency in process hence it acts as a catalyst to increase customer loyalty towards the bank. 

Hence, this concludes the marketing mix of IDBI Bank. 

IDBI Federal Life Insurance Strategies 

1. Customer Outreach 

Customer outreach is one of the oldest and simplest marketing strategies for banks and financial 

institutions to adopt. However, it’s also one of the most effective. Customer outreach is quite 

simply the concept of reaching out to customers to fill existing needs surrounding education, 

awareness, and help. This scales to a small organization in the form of free consultations and 

webinars and to larger ones in the form of financial education such as debt management programs 

or financial education in schools. 
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2. Self-Service and Digitization 

Setting up and promoting digitized products and customer service or experience portals that enable 

customers to sign up for services online, change products and services online, and view their 

information without going into a branch is an effective and increasingly necessary trend for 

financial organizations. However, it is not a marketing strategy that applies to every organization, 

as you may not sell products only services. 

3. Social Media 

81% of the United States population is on a social media account and many use social for up to 4-

5 hours per day. Your smart and consistent use of one or more social media platforms is a valuable 

financial marketing strategy that you cannot afford to ignore. Many financial and banking 

organizations use social media to connect with consumers for the purpose of building trust. For 

example, by showing that real people work at banks and in financial services, showcasing 

customers and success stories, and delivering customer service. For example, financial 

organizations can typically cut the cost of customer service by over 70% by switching from phone 

to social media. A good social media marketing strategy requires smart use of storytelling, content, 

and creative humor as well as consistency and the willingness to offer value for the customer rather 

than the bank. However, it is well worth the effort in terms of building trust, awareness, and 

relationships with consumers in their space. 

4. Automation and Big Data 

Most financial organizations have more data than they know what to do with, but that is quickly 

changing. Today, customer experience platforms and automation tools make it easier than ever to 

utilize and apply data as part of your marketing efforts. For example, big data can tell you who is 

saving up for a big purchase and most likely to need pre-approval for a loan, big data can help you 

identify and offer services before or after they are needed, it can help you to target specific 

customers for additional customer service or education and can help you to cut down on needed 

customer service. 
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5. Digital Storytelling 

Storytelling is still one of the most effective marketing mediums, whether on social media, video, 

ads, or cross-channel platforms extending into the real world. Here, your marketing strategy should 

encompass telling a story that captures interest and evokes emotion to interest, excite, and move 

the viewer. Here, your goal is to create relatable and shareable content which can educate, 

entertain, or help the reader in some way – and hopefully manage all three at once. For example, 

Allstate’s award-winning “Worth Telling” digital storytelling marketing campaign focuses on 

telling the story of 3-8 customers who are making a difference. Allstate not only promotes what 

their customers are doing, building trust by sharing real people and stories, but also dries interest 

across all marketing channels, builds customer relationships, and creates a human factor while 

promoting the products and services discussed in the videos. 

No matter what your financial organization does, digital media opens a wide range of marketing 

tactics and strategies you can take. However, you should not focus on just one or try to incorporate 

everything. Instead, create a single, broader financial marketing strategy so that each element adds 

to and builds on the rest, adding value to your organization. 

CONCLUSION 

About insurance companies, consumers respond at different rates, depending on the consumers 

characteristics. Hence Insurance companies should try to bring their new product to the attention 

of potential early adopters. a) Due to the intense competition in the life insurance market, the life 

insurance Return on investment, company reputation and premium outflow are most preferred 

attributes that are expected by the respondents. Hence greater focus should be given to these 

attributes’ companies have to adopt better strategies to attract more customers. b) Keeping the cost, 

quality and return on investment intact is necessary to tackle the competition. c) Life insurance 

products are taken mainly by middle- and higher-income group. Hence, they should be regarded 

as maim targeted income groups. Life insurance products which are suitable for lower income 

group should also be released so that the market share increases. d)) return on investment, company 

reputation and premium outflow are most preferred attributes that are expected by the respondents. 

Hence greater focus should be given to these attributes. e) Private life insurance companies should 

adopt effective promotional strategies to increase the awareness level among the consumers. f) 
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Life insurance companies should ask for their consumer feedback to know whether the consumers 

are really satisfied or dissatisfied with the service and product of the companies. If they are 

dissatisfied, then the reasons for dissatisfaction should be found out and should be corrected in 

future. g) The LIC brand name has earned a lot of goodwill and enjoys high brand equity. As there 

is intense competition in life insurance market, LIC should work hard to maintain its top position 

and offer better service and product. 

References 

 A. S. Mohanrani and C. Mahavi, Feb (2007) conducted an empirical study on, ―Product 

related characteristics, Promotion and Marketing Mix. Retrieved from 

https://www.google.com/url?sa=t&source=web&rct=j&url=https://arseam.com/sites/defa

ult/files/published-papers/p3i12v5ijmfm-FP%2520-%252019-

29%2520%2520Dr.%2520Shailendra%2520kumar%2520gupta%2520%2520Dec-

2017.pdf&ved=2ahUKEwiVq5mi2NLtAhXC6XMBHZp2DtsQFjACegQIBhAB&usg=

AOvVaw0jq5-UOlmusecc5sVkZ4lC 

http://www.zenithresearch.org.in/images/stories/pdf/2012/Jan/EIJMMS/10_EIJMMS_V

OL2_ISSUE1.pdf 

  Das and Ghosh (2006) investigated the performance of Indian commercial banking sector 

during the post-reform period. Journal of Economics and Business 61(6):509-528. 

Retrieved from 

https://www.researchgate.net/publication/229357753_Financial_Deregulation_and_Profi

t_Efficiency_A_Non-Parametric_Analysis_of_Indian_Banks 

 Gupta and Mittal (2008), in their article “Comparative Study of Promotional Strategies of 

Public and Private Sectors Banks in India”. Asia-Pacific Journal of Management Research 

and Innovation 4(3):87-93. Retrieved from 

https://www.researchgate.net/publication/258122389_Comparative_Study_of_Promotion

al_Strategies_adopted_by_Public_and_Private_Sector_Banks_in_India  

 Mehta (2010) in his article” Personal Selling-A Strategy for promoting Bank Marketing”. 

Retrieved from http://data.conferenceworld.in/IIMT_NHSEMH/7.pdf 

 



Periyar Journal of Research in Business and Development Studies, 5(2), July-December 2020, ISSN 2456-0987(O) 
Bi-annual e-Journal published by Periyar Management and Computer College, New Delhi 

  
 29 

 

WEBSITES 

 www.idbifederal.com 

 www.irda.gov.in 

 https://www.coverfox.com/life-insurance/life-insurance-companies/idbi-federal-life-

insurance/ 

 https://en.wikipedia.org/wiki/IDBI_Federal_Life_Insurance 

 https://mail.google.com/mail/u/0/#inbox/FMfcgxwKjnbsCgxPKQhvCQznGfMfKXGc?pr

ojector=1&messagePartId=0.1 

 https://www.easypolicy.com/insurance-companies/idbi-federal-life-insurance.html 

 https://www.zoominfo.com/c/idbi-federal-life-insurance-co-ltd/353632540 

 https://orgs.co/company/idbi-federal-MTQ4MDMyNzI= 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


