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"Insurance marketing
offers unique
challenges"

Che of the cownfry s leading pri-
vate Iife tasurers, HDRC Standard
Life has sfood owf for immovafive
and  effecfive markefing I
generated Hs 5,565 crore in
premium collecfions in the 2005-
02 fiscal, regisfering 15 percenf
growth, With 595 ofices and over
2 07 00 consuitants, it launched
11 products last vear and enfered
the fast growing health insurance
HDRC  Standard  Life

vice-president
markefing head Sawjay Tripathy
shares  his  thoughfs on  fhe
company s markefing sfrafegies
with Sendor Correspondent Onkar
Patdey Tripathy wears many hats
af the company, handiing market-
ing strafegy, and brand plaving,

markef.

axecufive and

adverfising and  commusication
sfrategy,
How, cusfomer analysis and seg-
menfafion, among others.
Excerpfs from fhe inferview:

corporate commumica-

What are the changes the insur-
ance sector has undergone since
private players entered the fiay?
The entry of private insurers has
led to product innovation, better
pricitg, wibrarit distribution
chatinels,  improved  delivery
mechatiam, and hetter customer
service. Customer perspective has
also undergone dramatic changes
sitice the entry of private players.
Today, life insuratice is not merely
viewed as a tax saving

teasure but plays a dordnant role
it at individual's finaneial
planming.

AtHDEFC Btandard Life, ourfocus has
always been on desighing solu-
tions keeping in the needs of an

individual  actoss  different  life
stages. These efforts resulted in
us heing the key contributor in
creating the childen and pension
categoties. We have thanaged to set a
new standard in the domestic life
insurance cotnunication  space
too, We'te the first private insurer

to break the ice using the idea

of 'selfitespect instead of 'death’
to cotrvey our brand proposition
with our Sar Ufha Fe Jipo
catpaizn. What are the key
challenges you face in the area of
marketing? As the naarance marketis
tratked by stiff competition, creating
a brand identity, along with
eniabling customers to identify the
bhest insurance product/zolution
the
higgest challenge, In a nutshell,
eathitis  the consumer  trast,
budlding a distinct brad idesntity,

that meets then-needs, is
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ensWng consistent serviee delbvery,
and offering the best adwice, are the
other biz challenzes. What is the
cornerstone of your marketing
sirategy? How does marketing of
insurance products differ from
other BFSI products? We were the
first firmly  position
oursebes as a2 welldefined  and
differentiated brand. Life insurance is
a critical solution to ersure faraily's
finarcial  independence  and  selft
respect. We, therefore, promise to
help custorers to I their Inves with
dignity and self-respect, which is
teflected in our brand phiosophs of
Sar Utha Ee Jpe.

We have ore of the highest brand
awareness and consideration levels i
the industry along with excellent
“hrand positioning and re-call. The Sar
Uiz Ko Jpo canpaisn has managed
to redefine the way life insurance
adrrertising has heen done. This

msurer  to

radio, OCH, Internet, mobile, and on-
ground indtiatrves.

Since life insurance is a long-term
business, constant effort is required in
tertns of marketing irdtiathees to create
cobsideration and awareness and bmild
brand wisthility and trust. In other
BF5I sectors, marketing carmpaigns are
tactical and short to medium-tern in
nature. With so many confusing
product wvarianis, how do you
address this category challenge?
Wes, there are diverse product wariants
keeping in roind the different needs of
mndraduals. Sclutions are tailor-made
to suit the needs of each indmddual
Lz an indrvidual's needs keep changing
durirg the warious life stages, the
presence of several prod-

(GHDFC

STANDARD LIFE

5; ‘The Sar Utha Ke Jiyoampaign has redefined the way life insur-

ance advertising has been done in this market. This core brand thought
vies derived at after extensive research and consumer insighting.

core brand thought was derbeed at
after extersive research and insight-
ing that an indradual doesn't want to
ke a barden on his family and that he
doesn't want his family to depend on
anyone after his death and that he
want to ensure financial independence
and self-respect for the farnily.
We followr a 360-degree carapaizn to
take our message through different
platformes and intensify the brand
experience. Spart from television, our
carnpaighs ate supported by print,

ucts leads to diverse options and the
custorner can make the best choice.

We offer plans that fit each of these
teeds—protection, Drevestrnent, save-
ng, petsion, ahd health. How do you
look at rural markets? We are still
an under-insured market, and more so
the roral markets. There is an wgent
need to educate the raral masses on
the inportance of lLife insurance.
Distribution  reack,  easvy-to-sell-
products and building trst and brand
ecuity will be the key to

We are
present in quite a few tier I and III
towns onoa pilot scale and plan to
expand  owver the next few years.
Scaling up rural reach will take time
and hmge resomrces. How has the
glowdown impacted your business?
The slowdown had an irapact on the
imdustry. However, we are happy that
or new policies grew by 16 percent
over the last syear, despite custormers
reducing thelr anmual preraiurm coro-
rnitrvent on nevwr policies. Oar rerenral
prerninmms posted a healthy growth of
34 percent. We are looking at hreaking
even in another one or two years.
What role does tie-up with a for-
eign pariner play in marketing?
The doreestic life insurance industry
iz still evolving. Foreim participation
britgs in expertize from  relevant
areas. Then strong brand name,
exposure to matured market, global

success I rural roarkets.

exposure, product mnoation capabil-
ity ete help in buldding trmst and
desigring  products faster. Ls a
high-involve ment service
brand, how have you leveraged ithe
IPL plaiform?

We are the associate sponsors and
insurance partner for the Rajasthan
Bowals for [PL 2009, Their fizhting
spirit goes well with our brand
thought. Wese wrveiled a nevwr rousic
video featuring Shilpa Shetty and the
Rajasthan Hograls tearn. The wvideo
propagates selfirespect which iz owr
brand essence. We are planning sese
eral ewvents in the coming months
alomg with the tearn like finawncial

planning sessions for the players. m
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