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Why online sales is the next big channel for general insurers

eneral Insurance
products seldom ex-
cite people. Being fi-
nancial tools, they-
have often
historically required
a last mile connect to
ensure sales. This always posed
an infrastructure feasibility
challenge to insurers who if
willing to reach out to the mass-
es would require to set up of-
fices in all the cities, employ
people and generate enough
revenue to breakeven and be
profitable.

The operations and sales of
this industry is still mostly lim-
ited to the metropolitan mar-
kets and penetration stands at
a miniscule 0.9 per cent. But
despite the low figures, given
the growth of the economy, the
sector is growing at 18 per cent
per annum. Another sector
growing at a breakneck speed
isecommerce. According to in-
vestment bank Morgan Stanley,
this market in India will grow

ata CAGR of 30 per cent with a
whopping $200 billion gross
merchandise value by 2026.
And so, like all its commercial
counterparts, online sales is go-
ing to be the next big thing for
insurers too.

The online disruption might
seem a distant dream to many,
since online sales contribute
only 2 per cent to the entire in-
dustry’s GWP. But technology
adoption curves are accelerat-
ing. As per a BCG India report,
if one was to take the bench-
mark of 1 billion as the number
of users, the time to achieve
that has been nearly halving
with the advent of every new
tech. What took 110 years for
fixed line telephones, took only
49 years for televisions, 22 years
for mobile phones, and a mere
14 years for the internet. It
shouldn’t come as a surprise
that insurance online sales has
double the growth rate of the
entire industry.

There are alot of factors that
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are making online platforms a
suitable medium for insurance
purchase:

@ Habit Building takes some
time. But since the e-commerce
sector has gained the Indian
customer’s trust, they are al-
ready habitual of successful
online transactions. Financial
services aren’t much behind
and data already shows trends
of youngsters buying insur-
ance online. The 18-24 ageband
is catching up on online pur-
chases of wheeler insurance,
followed by 25-34 age band for

car, travel and health
insurance.

® The “On the Go” Culture:
Every essential commodity to-
day is judged on the conveni-
ence of availing it. The ease
with which a product is under-
stood, and the conviction with
which it is converted into a
sale, dominates the online
realm.For instance, in motor
insurance with the help of
third party tools, insurers can
fetch the vehicle make, model,
cc, engine number, chassis
number, etc. with the customer
entering only the vehicleregis-
tration number.

@ Access to Everyone: With a
new and increased outreach,
online platforms help cater to
Tier II and III cities in a very
economical manner. The trend
suggests that apart from metro
residents, several non-metro
cities are also catching up be-
cause of online servicing. Cit-
ieslike Lucknow, Patna, Indore
and Jaipur today top the charts,

contributing both to revenue
and traffic.
@ Ease of R

ance is among the top five prod-
ucts in which the web is the
domi: purchasing channel.

often requires a man on foot to
educate, inform and assure the
prospective client. Though the
internet attracts a lot of eye-
balls, the actual conversions
through the online only chan-
nel is yet to pick up. But in the
long run, people shall prefer
the online mode given its sim-
plicity and ease of use to renew
policies.
© Online Only Products: Sev-
eral insurance products that
shall see thelight in the coming
future shall be online only con-
bles. It will be hi

similar to the personal acci-
dent cover bought by custom-
ers while booking rail tickets
through IRCTC. The scalability
of thisopportunity is immense,
with products ranging from
travel insurance to burglary
insurance.

Google and BCG India con-
cludes in a report that insur-

In fact, close to 75 per cent of
people who purchase insurance
do research online before pur-
chasing. In the long run, a lot
of this will move to purchase
and even servicing online, and
it has already begun. As of now
onelargeaggregator and a cou-
ple of large general insurance
companies rule this space, but
there is a huge scope for brands
ready to distinguish their prod-
uct and collaborate with com-
plimentary companies.

The digital revolution, hence,
is seeping right through the in-
surance industry framework,
not only revolutionizing its
channels of distribution but
also adding newborn sectors to
be insured — sectors that are
unprecedented and which re-
quire not only contemporary
regulations, wordings and cov-
erage but also new skill sets
and technological revamping.




