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Abstract 

The health insurance industry is an important sector of the country's economy, with huge opportunities 

for development. The India health insurance market size was estimated at USD 15.06 billion in 2024 and 

expected to grow at a compound annual growth rate of 20.87% from 2025 to 2030 to reach USD 46.37 

billion by 2030. The private segment dominated the market in 2024 and accounted for the largest 

revenue share of 65.94% in 2024. For families and people, the market of health insurance is necessary in 

guaranteeing access to financial stability and healthcare services. Moreover, insurance businesses should 

form effective marketing strategies that not only attract clients but also retain the existing clients in a 

market of high competition and expectation. The current study was to investigate the influence of 

different service marketing mix strategies on customer buying behaviour in the context of health 

insurance. It has identified the importance and impact of various service marketing mix strategies on 

purchase behaviour. The study revealed that the mean score value for all the service marketing mix 

strategies ranges from 3.962 to 2.454. The Star Health's promotion strategy had the highest mean score 

(3.962), whereas Star Health's place strategy had the lowest mean score (2.454). The study has also 

revealed that the selected companies' place strategy and promotion strategy differ from one another. The 

mean score value of Star Health's place strategy is notably distinct from the mean score value of the 

place strategies of HDFC ERGO, Bajaj Allianz, and Aditya Birla Health. The mean score value for Star 

Health's promotion strategy is significantly different from the mean scores for HDFC ERGO Bajaj 

Allianz and Aditya Birla Health. This is indicated by the p-values being less than the significance value 

of 0.05. However, the other strategies, such as product, price, people, process, and physical evidence, are 

the same for all the selected companies. The service marketing mix strategy explains the test statistics as 

F (3,396) = 2.69, with a p-value of 0.046. The p-value is below the value of significance (p = 0.05). 

Therefore,  there is a significant impact of service marketing mix strategies on the purchase behaviour of 

customers. Service marketing mix strategies that focus on product, promotion, people, process, and 

physical evidence significantly influence the buying behaviour of customers. The product and process 

strategy have the most significant influence on buying behaviour, whereas the price and place strategy 

have no impact on purchase behaviour. Health insurance companies in India use the 7Ps Marketing mix 

to enhance customer satisfaction, increase market share, and build trust by offering innovative products, 

competitive pricing, efficient claim processes, skilled personnel, and a strong digital presence. An 

insurer can create a sustainable competitive advantage in the growing Indian health insurance market. 
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I. Introduction: 

Medical expenses in the country have been steadily increasing due to the growing prevalence of chronic 

diseases, the costs of advanced medical treatments, and ongoing expansions of healthcare infrastructure. 

Todays corporate medical hospitals' treatment expenses stimulate people to the necessity of purchasing a 

health insurance policy. Health insurance companies have adopted marketing mix strategies for the sale 

of policies. The expansion of digital platforms for purchasing insurance has also made it easier for 

individuals to access policies, contributing to market growth. Health insurance marketing often blends 

digital strategies with traditional outreach to engage people across various platforms. It insurers use 

different styles to build trust and connect with potential customers. 

The health insurance sector in the Indian economy is expanding, although the level of health insurance 

coverage in India remains very low. In September 2023, the entire health insurance market in India for 

the fiscal year 2024 amounted to Rs 58,974 crores (Business Standard, 2023). In 2021, around 514 

million individuals in India were covered by health insurance policies, which represent a meager 37% of 

the country's population (Pradhan, 2024). There are an estimated 400 million people in India without 

health insurance. Despite significant advancements in technology and the insurance sector, India still 

faces a considerable challenge in expanding the reach of health insurance among the nation's citizens 

due to the ongoing rise in per capita medical expenses and the increasing level of out-of-pocket 

expenditures of people. 

Star Health and Allied Insurance Co. Ltd., HDFC Ergo General Insurance Ltd., Bajaj Allianz General  

Insurance Ltd., and Aditya Birla Health Insurance Company Ltd. emerged as the leading companies in 

the years 2021–2025. Health insurance companies in Karnataka employ an expanded 7P marketing mix 

strategy to address the intangible and complex nature of insurance services. This strategy focuses on 

building trust, increasing penetration in underserved markets, and simplifying the customer journey 

through digital transformation. The  service marketing mix components (7Ps) are as follows: 

 Product (Policy Tailoring): Companies offer comprehensive health plans, critical illness coverage, 

and disease-specific plans (e.g., Diabetes, Covid) tailored to diverse demographics, often including 

wellness benefits and telemedicine services to enhance value. 

 Price (Competitive & Dynamic): Pricing strategies include competitive premiums, family floater 

discounts, no-claim bonuses, and dynamic pricing based on health data, aiming for affordability 

alongside risk assessment. 

 Place (Distribution Channels): A mix of digital-first approaches (company apps, web aggregators 

like Policy bazaar) and traditional channels (agents, banc assurance, corporate brokers) is used to 

reach urban and rural customers. 

 Promotion (Digital-First & Education): Strategies focus on content marketing (blogs, 

infographics), social media engagement, and video education to build trust. Personalized lifecycle 

marketing engages users through health apps and triggered communications. 

 People (Service & Advice): Highly trained sales agents and customer service representatives 

(internal or third-party) are crucial for advisory services, managing complex customer queries, and 

providing personalized engagement. 

 Process (User Experience): Focus is on creating frictionless customer journeys, including fast online 

enrolment, digital onboarding, and paperless, quick claims processing systems to enhance customer 

experience. 
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 Physical Evidence (Trust & Brand): Brand trust is built through secure digital portals, transparent 

digital policy documents, high claim settlement ratios, and a professional, reliable customer support 

infrastructure 

 

II. Review of Literature: 

Harjot Singh et al. (2016) investigated the impact of marketing mix strategies on customer satisfaction, 

examining both direct and indirect effects. They also examined the mediating role of brand awareness in 

this relationship. This study found that brand awareness serves as a strong mediating factor in the 

relationship between marketing mix strategies and customer satisfaction. The findings indicated that the 

various elements of the marketing mix have an indirect impact on consumer satisfaction. The study 

proposed that marketing managers should provide products with new characteristics, implement diverse 

sales promotional strategies, prioritize competitive pricing, and collaborate with varied distribution 

channels. The implementation of the marketing mix 7Ps methods can enhance brand awareness, 

resulting in increased customer satisfaction and contentment. 

Pooja Kansra & Harinder Singh Gill (2017), in their article titled "Role of Perceptions in Health 

Insurance Buying Behaviour of Workers Employed in Informal Sectors of India," analysed the role of 

perception for enrolment of health insurance by the urban consumers in the informal sectors in Punjab, 

India. They identified perception factors (like lack of awareness/information, income constraint, 

comprehensive coverage, future contingencies/social obligations, the necessity of purchasing health 

insurance, affiliation with government hospitals, and accessibility to subsidized government health care, 

and preference for government programmes that could be very important in determining whether or not 

a household chooses to enroll in health insurance. Only 8 of these 12 factors, such as the knowledge of 

the necessity of purchasing health insurance, complete coverage, financial constraints, potential future 

emergencies, and social obligations, are present, which were found to be statistically significant in 

influencing health insurance purchase. 

Chette Srinivas Yadav et al (2018) in the article titled "Impact of Socio-economic Factors on Purchase 

Decision of Health Insurance: An Analysis" analysed the influence of socio-economic factors on 

choosing of a health insurance company. The study found that age, gender, income, and marital status 

have an impact, and on the other hand, sum assured, premium, occupation, Hospitalisation insurance 

cover, and Hospitalisation insurance type have no relationship in the choice of the selection of a health 

insurance company. , either public or private. 

K. Anandhi (2019) analysed customer purchasing behaviour, customers' preferences, and choices for a 

health insurance company. The variables used by the company included the 7Ps of service marketing, 

which are considered to be of significant importance for service-providing health insurance companies. 

The study revealed that factors such as product characteristics, accessibility, affordable premium rates, 

advertising, effective complaint resolution, and superior claim settlement impact the selection of a health 

insurance company. It found that customers place the highest emphasis on the actions, knowledge, and 

demeanour of the agent. Customers also assess the options of public or private sector health insurance 

providers when purchasing the policy. This research concluded that high product features and low 

premium rates result in greater value for customers. 

Bino Joy (2021) in the article entitled "Product awareness and customer satisfaction: A study on private 

health insurance customers in Kerala". analyzed the influence of product, pricing, location, promotional 

activities, people, process, and physical evidence on customers' purchasing decisions in the health 
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insurance industry. Additionally, the study analysed the effect of purchase decisions on customer 

satisfaction, specifically in the region of Kerala. This research also assessed the extent of customer 

awareness regarding health insurance policies. The researcher found that all the strategies have a 

substantial impact on customers' purchase decisions, and purchase decisions in turn have an influence on 

customer satisfaction. 

Srinivas Perumalla and C. Suresh (2023), in the article entitled "A Study on service quality of 

insurance products offered by standalone health insurance companies in Tamil Nadu," examined 

customers' preferences for health insurance products and assessed their satisfaction with the quality of 

service provided by standalone health insurance companies. The research findings indicated that 

customers are satisfied with the quality of service provided by standalone health insurance companies. 

Various features of health insurance companies, including visually appealing office interiors, easily 

understandable policy documents, attractive office equipment and materials, employees' appearance and 

uniforms, modern technology, timely delivery of health services, trust and transparency in service, a 

quick claim settlement process, and prompt resolution of customer complaints, influence customer 

satisfaction. 

Deobrat Kumar Pandey and Dr Ashok Kumar Asthana (2024) explored consumer behaviour in 

health insurance decision-making and socio-cultural influence. Socio-economic status plays a vital role 

in decision-making of health insurance & customers with higher income and good awareness make 

better decisions on health insurance. 

N. Ramanjaneyulu, G Hari Kumar, and M Umrez (2025) examined "Behavioural dynamics of health 

insurance adoption." Consumer decisions are influenced more by demographic characteristics than by 

specific product features. Moreover, income does not appear to significantly affect premium payments, 

implying that other factors play a larger role in health insurance adoption. 

 

III. Objectives of the Study 

1. To analyse the service marketing mix strategies of selected health insurance companies. 

2. To examine the impact of service marketing mix strategies on the purchase behaviour of customers 

3. To suggest some measures to expand service marketing for selected health insurance companies. 

 

IV. Research Methodology 

This study is descriptive research, and primary data were collected from health insurance customers. The 

study's sample consists of customers from the top four health insurance providers in Karnataka. The 

participants were chosen by a systematic and structured questionnaire, purposive sampling, and snowball 

sampling techniques. The study included three districts, namely Bengaluru, Mysuru, and Tumakuru. The 

researcher has chosen to focus on insured customers of the four leading health insurance companies: Star 

Health and Allied Insurance Company Limited, HDFC ERGO Health Insurance Limited, Bajaj Allianz 

General Insurance, and Aditya Birla Health Insurance. The data was collected from 400 respondents for 

analysis. Descriptive Statistics like mean, Standard deviation, and techniques like one-way ANOVA, 

Multiple regressions, have been used for the analysis of data. Secondary data was also collected from 

various journals and annual reports of health insurance companies. 

 

V. Analysis of Data 

Table 1 displays the mean, standard deviation, minimum, and maximum for the measurement items of  
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service marketing mix strategies and purchase behaviour. 

 

Table1. Descriptive Statistics of Service Marketing Mix Strategies and Purchase Behaviour 

Companies N Mean Std.Dev. Minimum Maximum 

Product 

Star Health 100 3.354 0.796 1.00 5.00 

HDFC ERGO 100 3.392 0.863 1.00 5.00 

Bajaj Allianz 100 3.485 0.924 1.00 5.00 

Aditya Birla 100 3.562 0.945 1.00 5.00 

Price 

Star Health 100 3.790 0.984 1.00 5.00 

HDFC ERGO 100 3.456 0.968 1.00 5.00 

Bajaj Allianz 100 3.527 1.118 1.00 5.00 

Aditya Birla 100 3.673 0.925 1.00 5.00 

Place 

Star Health 100 2.454 0.569 1.00 5.00 

HDFC ERGO 100 3.098 1.054 1.00 5.00 

Bajaj Allianz 100 2.956 1.019 1.00 5.00 

Aditya Birla 100 3.138 0.978 1.00 5.00 

Promotion 

Star Health 100 3.962 0.756 1.00 5.00 

HDFC ERGO 100 3.598 0.828 1.00 5.00 

Bajaj Allianz 100 3.832 0.891 1.00 5.00 

Aditya Birla 100 3.798 0.869 1.00 5.00 

People 

Star Health 100 3.497 0.919 1.00 5.00 

HDFC ERGO 100 3.571 0.928 1.00 5.00 

Bajaj Allianz 100 3.482 0.937 1.00 5.00 

Aditya Birla 100 3.489 0.915 1.00 5.00 

Process 

Star Health 100 3.569 0.961 1.00 5.00 

HDFC ERGO 100 3.661 0.965 1.00 5.00 

Bajaj Allianz 100 3.523 0.929 1.00 5.00 

Aditya Birla 100 3.545 0.897 1.00 5.00 

Physical Evidence 

Star Health 100 3.158 0.861 1.00 5.00 

HDFC ERGO 100 3.097 0.887 1.00 5.00 

Bajaj Allianz 100 3.196 0.812 1.00 5.00 

Aditya Birla 100 2.989 0.856 1.00 5.00 

Purchase Behaviour 

Star Health 100 3.826 0.926 1.00 5.00 

HDFC ERGO 100 3.643 0.933 1.00 5.00 
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Bajaj Allianz 100 3.465 0.923 1.00 5.00 

Aditya Birla 100 3.576 0.902 1.00 5.00 

Source: Primary data 

 

The study employed a one-way ANOVA to evaluate the hypotheses regarding various service marketing 

mix strategies adopted by the selected companies. To investigate the first objective, the researcher 

conducted experiments to test specific hypotheses, viz. 

H01: There is no significant difference between the product strategies of selected health insurance 

companies. 

 

Table 2: One-way ANOVA was conducted due to the assumption of equal variance being valid. 

 Sum of 

Squares 

DF Mean Square F Sig. 

Between 

Groups 

2.6337 3 0.87792 1.13 0.337 

Within Groups 308.353 396 0.77867 -- -- 

Total 361.700 399 --- --- --- 

Source: Primary data 

 

The test statistics in Table 2 are represented as F (3,396) = 1.13, with a p-value of 0.337. The test 

statistic's p-value (0.337) exceeds the significance level of 0.05; the result is not statistically significant. 

Therefore, there is no significant difference between the product strategies employed by the selected 

health insurance companies. 

 

H01.2: There is no significant difference between the price strategies of selected health insurance 

companies. 

Table 3: One-way ANOVA was conducted due to the assumption of equal variance being valid. 

 Sum of 

Squares 

DF Mean Square F Sig. 

Between 

Groups 

6.5297 3 2.1766 2.17 0.091 

Within Groups 397.406 396 1.0036 -- -- 

Total 403.936 399 -- -- -- 

Source: Primary data 

The test statistics shown in Table 3 are F (3,396) = 2.17, with a p-value of 0.091. The test statistic's p-

value (0.091) is above the significance level of 0.05; the result is not statistically significant. Therefore, 

there is no significant difference in the pricing strategies employed by the selected health insurance 

companies. 

 

H01.3: There is no significant difference between the place strategies of selected health insurance 

companies. 

The homogeneity of variance assumption is tested using Levene's test, obtaining a test statistic of F 

(3.396) = 14.334, with a p-value of 0.000. The p-value of the F test statistic (p= 0.000) is less than the 
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significance level (p=0.05), indicating that the null hypothesis for the assumption of homogeneity of 

variance is rejected. It indicates a significant difference in the test statistics. If the assumption of equal 

variance is not fulfilled (p-value of test statistics < significance p-value), an adjusted F statistic can be 

employed using the Welch test. 

 

Table 4: Robust Tests of Equality of Means 

 Statistic df1 df2 Sig. 

Welch 18.694 3 253.343 0.000 

 

Table 4 displays the Welch test statistics as F (3,396) = 18.694, with a p-value of 0.000. Given that the p-

value of the test statistic (p = 0.000) is less than the significance p-value (p = 0.05), it indicates that the 

adjusted F ratio is statistically significant. Therefore, the null hypothesis is rejected. Therefore,  there is a 

significant difference between the place strategies of selected health insurance companies. 

 

H01.4: There is no significant difference between the promotion strategies of selected health 

insurance companies. 

Table 5: One-way ANOVA was conducted due to the assumption of equal variance being valid. 

 Sum of 

Squares 

DF Mean 

Square 

F Sig. 

Between 

Groups 

6.749 3 2.250 3.20 0.023 

Within 

Groups 

278.176 396 0.703 - - 

Total 284.925 399 - - - 

Source: Primary data 

The test statistics shown in Table 5 are F (3,396) = 3.20, with a p-value of 0.023. The test statistic's p-

value (0.023) is below the significance level of 0.05, to reject the null hypothesis. Therefore, there is a 

significant difference in the promotion strategies employed by the selected health insurance companies. 

 

H01.5: There is no significant difference between people's strategies of selected health insurance 

companies. 

Table 6: One-way ANOVA was conducted due to the assumption of equal variance being valid. 

 Sum of Squares DF Mean Square F Sig. 

Between Groups 0.5231 3 0.174 0.205 0.893 

Within Groups 336.624 396 0.850 - -- 

Total 337.147 399 - - - 

Source: Primary data 

The test statistics shown in Table 6 are F (3,396) = 0.205, with a p-value of 0.893. The test statistic's p-

value (0.893) is above the significance level of 0.05; the result is not statistically significant. Therefore, 

accept the null hypothesis. Therefore, there is no significant difference in the people strategies employed 

by the selected health insurance companies. 
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H01.6: There is no significant difference between the process strategies of selected health 

insurance companies. 

Table 7: One-way ANOVA was conducted due to the validity of equal variance. 

 Sum of Squares DF Mean Square F Sig. 

Between Groups 1.604 3 0.535 0.606 0.612 

Within Groups 349.512 396 0.883 - - 

Total 351.116 399 - - - 

Source: Primary data 

The test statistics shown in Table 7 are F (3,396) = 0.606, with a p-value of 0.606. The test statistic's p-

value (0.606) is above the significance level of 0.05; the result is not statistically significant. Thus, 

accept the null hypothesis. Therefore, there is no significant difference in the process strategies 

employed by the selected health insurance companies. 

 

H01.7: There is no significant difference between physical evidence strategies of selected health 

insurance companies. 

Table 8: One-way ANOVA was conducted due to the validity of equal variance. 

 Sum of Squares DF Mean Square F Sig. 

Between Groups 2.451 3 0.817 1.12 0.341 

Within Groups 289.630 396 0.731 - - 

Total 292.081 399 - - - 

Source: Primary data 

The ANOVA Table 8 presents the test statistics as F (3,396) = 1.12, with a p-value of 0.341. Given that 

the p-value of the test statistic (p = 0.341) is above the value of significance (p = 0.05), the result is not 

statistically significant. Thus, the null hypothesis is accepted. Therefore, there is no significant 

difference between the physical evidence strategies of selected health insurance companies. 

 

H02: There is no significant impact of service marketing mix strategies on the purchase behaviour 

of customers. 

Table 9: One-way ANOVA was conducted due to the validity of equal variance. 

 Sum of Squares DF Mean Square F Sig. 

Between Groups 6.848 3 2.283 2.69 0.046 

Within Groups 336.402 396 0.850 - - 

Total 343.250 399 - - - 

Source: Primary data 

The ANOVA Table 9 presents the test statistics as F (3,396) = 2.69, with a p-value of 0.046. Given that 

the p-value of the test statistic (p = 0.046) is below the value of significance (p = 0.05), the result is 

statistically significant. Thus, the null hypothesis is rejected. Therefore,  there is a significant impact of 

service marketing mix strategies on the purchase behaviour of customers. 

 

VI. Conclusion 

The study revealed that the mean score value for all the service marketing mix strategies ranges from 

3.962 to 2.454. The Star Health's promotion strategy had the highest mean score (3.962), whereas Star 

Health's place strategy had the lowest mean score (2.454). The study has also revealed that the selected 
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companies' place strategy and promotion strategy differ from one another. The mean score value of Star 

Health's place strategy is notably distinct from the mean score values of the place strategies of HDFC 

ERGO, Bajaj Allianz, and Aditya Birla Health. The mean score value for Star Health's promotion 

strategy is significantly different from the mean scores for HDFC ERGO Bajaj Allianz and Aditya Birla 

Health. This is indicated by the p-values being less than the significance value of 0.05. However, the 

other strategies, such as product, price, people, process, and physical evidence, are the same for all the 

selected companies. The service marketing mix strategy explains the test statistics as F (3,396) = 2.69, 

with a p-value of 0.046. Given that the p-value of the test statistics (p = 0.046) is below the value of 

significance (p = 0.05). Therefore,  there is a significant impact of service marketing mix strategies on 

the purchase behaviour of customers. Service marketing mix strategies that focus on product, promotion, 

people, process, and physical evidence significantly influence the buying behaviour of customers. The 

product and process strategy have the most significant influence on buying behaviour, whereas the price 

and place strategy have no impact on purchase behaviour. The impact of strategies increase penetration 

of health insurance schemes & also enhances consumer awareness in Karnataka. Health insurance 

companies in India use the 7Ps Marketing mix to enhance customer satisfaction, increase market share, 

and build trust by offering innovative products, competitive pricing,  efficient claim processes, skilled 

personnel, and strong digital presence. An insurer can create a sustainable competitive advantage in the 

growing Indian health insurance market. 

 

VII. Suggestions 

The impact of survey analysis will help health insurance companies to overcome the problem of 

transparency and find suitable suggestions for building trust, confidence, and a favourable image among 

customers. Health insurance companies take measures to improve customer service. Retention, product 

differentiation, and pricing solution. It revealed that the majority of customers were completely unaware 

of and lacked any health insurance coverage. Companies, governments, and hospitals should prioritize 

enhancing customers' insurance literacy, as a large number of customers lack awareness about health 

insurance. 
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