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Introduction:

L2Karmaveer Bhaurao Patil Mahavidyalaya Pandharpur
Abstract:

The rapid growth of digital technologies has significantly transformed the
marketing practices of the insurance industry in India. Life insurance companies
are increasingly adopting digital marketing strategies to enhance customer
engagement, improve brand visibility, and drive policy sales. This research paper
aims to examine the digital marketing strategies adopted by SBI Life Insurance
Company and evaluate their effectiveness in reaching and influencing customers.
The study focuses on key digital tools such as search engine optimization (SEQO),
search engine marketing (SEM), social media marketing, content marketing, email
marketing, and mobile marketing. Secondary data collected from company reports,
websites, and industry studies have been analyzed to understand SBI Life'sdigital
presence and customer interaction patterns. The findings reveal that SBI Life
effectively leverages digital platforms to educate customers, generate leads, and
strengthen trust in its brand. However, challenges such as intense competition,
regulatory constraints, and low digital awareness among certain customer
segments persist. The study concludes that an integrated digital marketing
approach supported by data analytics and personalization can significantly
enhance SBI Life Insurance's marketing performance and customer acquisition in
the evolving digital landscape.

Creative Commons (CC BY-NC-SA 4.0)

This is an open access journal, and articles are distributed under the terms of the Creative Commons
Attribution-NonCommercial-ShareAlike 4.0 International License (CC BY-NC-SA 4.0), which permits others to
remix, adapt, and build upon the work non-commercially, provided that appropriate credit is given and that any
new creations are licensed under identical terms.

How to cite this article:

Ms. Shital Popat Nagane & Dipali Padmakar Shinde. (2026). Digital Marketing Strategies For SBI Life
Insurance Company. International Journal of Advance and Applied Research, 13(3), 172 - 177.
https://doi.org/10.5281/zenodo.20321757

adopt digital marketing strategies to remain

The insurance sector in India has undergone

significant ~ transformation  due to  rapid

advancements in digital technology and changing
customer preferences. Traditionally, life insurance
products were sold through agents and branch-based
distribution systems. However, the increasing use of
and social media

the internet, smartphones,

platforms has compelled insurance companies to

competitive and customer-centric. Digital marketing
has emerged as an effective tool for reaching a
wider audience, improving customer awareness, and
enhancing engagement throughout the insurance
buying process. SBI Life Insurance Company, one
of the leading life insurance providers in India, has
embraced digital platforms to strengthen its market

presence and improve customer interaction. By
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leveraging digital marketing channels such as search
engines, social media, websites, mobile applications,
and email marketing, SBI Life aims to educate
customers about insurance products, build trust, and
generate quality leads. Digital marketing enables the
company to communicate complex insurance
information in a simplified and personalized
manner, thereby influencing customer decision-

making.

Statement of the Problem:

The life insurance industry in India is highly
competitive and is undergoing rapid digital
transformation due to changing consumer behavior
and technological advancements. Customers today
increasingly depend on digital platforms to search,
compare, and evaluate insurance products before
making purchase decisions. Although SBI Life
Insurance Company has adopted various digital
marketing strategies to enhance its online presence
and customer engagement, the effectiveness of these
strategies in influencing customer awareness, trust,
and policy purchase decisions remains a key
concern. Despite significant investment in digital
marketing channels such as websites, social media,
search engines, and online campaigns, challenges
such as low digital literacy among certain customer
segments, lack of personalized communication,
regulatory constraints, and intense competition from
other private insurers continue to affect digital
marketing performance. There is also limited
empirical research that evaluates how effectively
SBI Life's digital marketing initiatives contribute to
lead generation, customer acquisition, and brand

building.

Objectives of the Study:

1. 1.To analyze the various digital marketing
strategies adopted by SBI Life Insurance
Company.

2. To examine the role of digital marketing in
creating customer awareness and engagement
for SBI Life Insurance products.

3. To evaluate the effectiveness of digital
platforms such as websites, social media, search
engines, and email marketing used by SBI Life.

4. To identify challenges faced by SBI Life
Insurance Company in implementing digital

marketing strategies.

Significance of the Study:

The present study on digital marketing
strategies adopted by SBI Life Insurance Company
is significant for several reasons. Firstly, it provides
an in-depth understanding of how digital marketing
tools and platforms are utilized in the life insurance
sector to create customer awareness, build trust, and
influence purchasing decisions. Since insurance
products are complex and intangible in nature, this
study highlights the role of digital communication in
simplifying product information and improving
customer engagement. Secondly, the study is useful
for insurance companies and  marketing
professionals as it identifies effective digital
marketing practices and highlights areas requiring
improvement. The findings of the study can assist
SBI Life Insurance Company and similar insurers in
designing  customer-centric  digital  strategies,
improving lead generation, and enhancing customer
retention through personalized digital

communication.

Scope of the Study:

Conceptual Scope: The study covers digital
marketing concepts and tools used by SBI Life
Insurance to promote products and engage
customers.

Geographical Scope: The study is limited to India,

focusing on SBI Life Insurance's digital presence.
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Periodical Scope: The study is confined to a specific
study period (for example, 2023-2024) to analyze

recent digital marketing practices.

Limitations of the Study:

1. The study is based only on secondary data.
2. It is limited to SBI Life Insurance Company.
3. The study covers a specific time period only.

4. No primary data is collected from customers.

Review of literature:

Chaffey (2019) emphasized that search engine
optimization (SEO), social media marketing, and
content marketing are key digital tools for
improving brand visibility and customer interaction.
His study found that integrated digital marketing
strategies help organizations achieve better customer
engagement and conversion rates. This is
particularly relevant to insurance companies where
customer education and trust-building are critical.
Sharma and Singh (2020) on digital marketing in
the Indian insurance sector revealed that customers
increasingly rely on company websites, online
reviews, and social media platforms before
purchasing insurance policies. The study concluded
that digital marketing positively impacts customer
awareness and perception of insurance brands.
However, it also identified challenges such as lack
of digital literacy and low trust in online financial
advertisements.

Kumar (2021) focused on the role of social media
marketing in financial services. The findings
suggested that social media platforms help insurance
companies  communicate  complex  product
information in a simple and engaging manner.
Video content, customer testimonials, and
interactive posts were found to be effective in
enhancing customer engagement and brand

credibility.

Deloitte (2022) on digital transformation in
insurance highlighted the growing importance of
data analytics, personalization, and mobile
marketing. The report emphasized that insurers
adopting data-driven digital strategies are better
positioned to attract and retain customers in a
competitive market. The study also stressed the need
for compliance with regulatory guidelines in digital

advertising.

Research Methodology:

1. Research Design: The present study is
descriptive and analytical in nature. It aims to
understand the digital marketing strategies adopted
by SBI Life Insurance Company and to analyze their
impact on customer awareness, engagement, and
purchase decisions.

Sample Size:

The sample size is 100 respondents.

This size is considered adequate for analyzing
customer perceptions in a small-scale academic
research study.

Sources of Data:

a) Primary Data

Primary data is collected directly from respondents
using:

Structured questionnaire

Online survey (Google Forms)

Personal interaction and telephonic interviews.
Secondary Data:

Collected from published sources such as:

Official SBI Life Insurance website

Annual reports and financial statements

IRDAI (Insurance Regulatory and Development
Authority of India) reports

Research journals, articles, and books on digital
marketing and insurance

Online business portals and news articles
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Data analysis and Interpretation:

Data analysis and interpretation is the
process of examining raw data to uncover patterns,
trends, and insights that help in making informed
decisions. In the context of SBI Life Insurance,
analyzing digital marketing data allows the
company to understand how customers interact with
its online platforms, which marketing channels are
most effective, and where improvements can be
made to increase engagement and sales.

1.Awareness of SBI Life Insurance Digital

Social media emerges as the most influential source
(35%), followed by the company website (25%).
This highlights the effectiveness of social media

marketing in reaching customers and building brand

Platforms:
Awareness | No of Respondents | Percentage %
level
Aware 72 72%
Not Aware | 28 28%
Total 100 100%
Interpretation:

The table indicates that 72% of respondents are
aware of SBI Life Insurance's digital platforms,
while 28% are not aware. This shows that the
company has a strong digital presence, but there is
still scope to improve awareness among a wider
audience through targeted digital campaigns.

2.Sources of Information about SBI Life

visibility.
3. Preferred Digital Platforms
Platform | No of Respondents | Percentage %
Instagram | 30 30%
Facebook |28 28%
Website 22 22%
YouTube |20 20%
Total 100 100%
Interpretation:

Instagram and Facebook are the most preferred
platforms, indicating that visually engaging and
interactive content plays a vital role in customer
engagement for insurance products.

4. Impact of Digital Advertisements on Purchase

Insurance:

Source No of | Percentage %

Respondents

Social media 35 35%

Website 25 25%

Digital 22 22%

Advertisements

Friends 18 18%

Total 100 100%
Interpretation:

Decisions
Response No of [ Percentage %
Respondents
Highly 40 40%
influential
Moderately 38 38%
influential
Not influential | 22 22%
Total 100 100%
Interpretation:

A majority of respondents (78%) agree that digital
advertisements influence their purchase decision.
This confirms the effectiveness of online ads in
educating customers and encouraging policy
consideration.

S.Satisfaction level with SBI Life's Digital

Services
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Satisfaction No of | Percentage %
level Respondents

Highly satisfied | 32 32%

Satisfied 44 44%

Neutral 16 16%
Dissatisfied 8 8%

Total 100 100%
Interpretation:

About 76% of respondents are satisfied or highly
satisfied with SBI Life's digital services. This
indicates efficient digital interfaces, easy navigation
and effective online support, though minor

improvements are needed to reduce dissatisfaction.

Findings:

1. 72% of respondents are aware of SBI Life
Insurance's digital platforms, indicating strong
digital awareness among customers.

2. 35% of respondents identified social media as
the main source of information, making it the
most effective digital marketing channel.

3. 58% of respondents prefer social media
platforms like Instagram (30%) and Facebook
(28%) for engaging with SBI Life Insurance.

4. 78% of respondents stated that digital
advertisements  influence  their insurance
purchase decisions.

5. 76% of respondents are satisfied or highly
satisfied with SBI Life Insurance's digital
services and online support.

Suggestions:

1. Since 28% of respondents are still unaware of
SBI Life's digital platforms, the company should
increase digital awareness through targeted
social media campaigns and regional-language

content.

2. As social media is the most influential channel
(35%), SBI Life should focus more on engaging
content such as short videos, reels, customer
testimonials and interactive posts on Instagram
and Facebook.

3. To improve conversion rates, digital
advertisements should be more personalized
using customer data analytics and behavior-
based targeting.

4. SBI Life should simplify online insurance
information using infographics, explainer videos
and easy-to-understand policy comparisons to
build trust and clarity.

5. Although 76% of customers are satisfied,
continuous improvement in website speed,
mobile responsiveness and chatbot support can

further enhance digital customer experience.

Conclusion:

The study concludes that digital marketing
strategies play a significant role in enhancing
customer awareness, engagement and satisfaction
for SBI Life Insurance Company. The data analysis
reveals that a majority of respondents are aware of
SBI Life's digital platforms and actively engage
with the company through social media, websites
and digital advertisements. Social media platforms
such as Instagram and Facebook have emerged as
the most influential channels, while digital
advertisements significantly impact customers'
purchase decisions. The high level of customer
satisfaction indicates that SBI Life's digital services

are effective, user-friendly and trustworthy.
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