Announcement | Sanjeev Mantri named as MD & CEO

The Economic Times

Sanjeev Mantri Named
as CEO of ICICIl Lombard

Our Bureau

Mumbai: ICICI Lombard Gene-
ral Insurance has announced
the appointment of Sanjeev
Mantri as the new managing di-
rector and CEO. The decision
was approved by the company's
board and will come into effect
from December 1, 2023, or upon
approval from the Insurance Re-
gulatory and Development Aut-
hority of India (IRDAI), whiche-
verislater

Sanjeev Mantri’s term is for five
consecutive years or until his date
of retirement, subject to IRDAI
and shareholder approval, the
company said in a notification to
stock exchanges.

This appointment follows the re-
signation of Bhargav Dasgupta,
who stepped down from hisroleas
MD & CEO of ICICI Lombard on
September 21, Dasgupta will conti-
nue his current responsibilities
until November 30.

Sanjeev Mantri has a career
spanning over 28 years. He began
his career with Bennett Coleman
and Co., the publisher of The Eco-
nomic Times, and subsequently
held key leadership positions at

BNP Paribas.
Mantrihasbe-
en associated
with the ICICI
Group for mo-
re than twode-
cades, joining
ICICI Bank in
2003.

During his
tenure at ICICI Bank, he led va-
rious businesses, including the
small and medium enterprises
group and the rural and inclusi-
ve banking group. Mantri joined
ICICI Lombard in 2015 as executi-
vedirector, where he played akey
role in driving the company’s re-
taildivision.

He has been responsible for the
distribution of insurance pro-
ducts across multiple channels,
including motor dealerships,
agencies, bancassurance, direct
sales, and alternate channels. He
has overseen the strategy. pro-
ducts, analytics, pricing, marke-
ting, and corporate communica-
tion verticals of the company.

Asexecutivedirector, Mantripla-
ved a crucial role in the listing of
ICICI Lombard, the merger with
erstwhile Bharti Axa, and the sub-
sequent integration process.

Times of India

ICICI Lombard
veteran Mantri
to take over
as MD & CEO

Times News NeTwork

Mumbai: The board of ICICI
Lombard has appointed San-
Jjeev Mantri, executive direc-
tor of the company, as the suc-
cessor to Bhargav
Dasgupta, who
last week resig-
"8 || nedasMD & CEO
S ~ i of thecompany.
Dasgupta had
stepped down ahead of his
completion of 15 years as CEO
in April 2024, The new regula-
tionson the tenure of chief ex-
ecutives limit their term to a
maximum of 15 years. Das-
gupta will be joining the Asi-
an Development Bank.

The board has appointed
Mantri for five years or until re-
tirement, subject to approval
from RBIL Mantri joined ICICI
Lombard in 2015 as executive di-
rectorn, heading retail divisions,
and has been responsible for
distribution across channels.
He was in-charge of the compa-
ny’s strategy. products, analy-
tics, pricing, marketing, and
corporate communication ver-
ticals, He was also instrumental
in the company’s listing and in-
tegrating Bharti Axa General
Insurance with the company

I\

Coverage Garnered — 1 wire, 8 Print & 23 Online publications

Hindu Business Line

Sanjeev Mantri appointed
as ICICI Lombard MD

New Delhi: Sanjeev Mantri has
been appointed the new MD
and CEO of ICICI Lombard.
Mantri, who is currently an
Executive Director at ICICI
Lombard General Insurance,
will take over his new role from

December 1, 2023, or the date
of IRDAI approval, whichever is
later, for a period of five
consecutive years. our BurREau



Business Standard

ICICI Lombard appoints
Sanjeev Mantri MD, CEO

ICICl Lombard General Insurance Company
on Sunday appointed Sanjeev Mantri as
the Managing Director (MD) and Chief
Executive Officer (CEO) of the company. He
will take over from Bhargav Dasgupta, who
will be officiating his duties till the close of
business hours on November 30. Mantri
will take charge from December1, orthe
date of approval from the Insurance
Regulatory and Development Authority of
India. Mantri has over 20 years of experience and has held key
positionswith BNP Paribas and ICICI Bank. Currently, he serves as
the Executive Director of the general insurer. AATHIRA VARIER

Telegraph

ICICI Lombard

BNEW DELHI: ICICI Lom-
bard General Insurance
Company on Sunday
named Sanjeev Mantri
new MD and CEO in
place of Bhargav Das-
gupta, who has been ap-

pointed as vice-president

of Asian Development
Bank. Dasgupta will

remain in his position till

November. rn

Financial Express

SANJEEV MANTRI
NEW MD, CEO OF
ICICI LOMBARD

ICICI LOMBARD
General Insurance
on Sunday said its
board of directors
approved the
appointment of
Sanjeev Mantri,
currently the
executive director, as the
managing director and chief
executive officer with effect
from December 1. Bhargav
Dasgupta, the outgoing MD &
CEO, would be officiating his
responsibilities till the close of
business hours on November 30,
the insurance company said in a
stock exchange filing. Dasgupta
resigned last Thursday after a
stint of over 14 years.
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Robotic Surgeries may not be Fully Covered

Cover cos impose caps, either as a percentage of sum assured or as fixed sub-limits

Shilpy.Sinha
@timesgroup.com

Mumbai: When ArunJalan,a
66-year-old retiree, opted fora
robotic radical prostatectomy,
he had expectations of apreci-
sion surgery and quick hospi-
taldischarge. Littledid he
know that the costs of the
procedure, although much less

CLAIM LIMITATIONS

INSURERS ARE
MANDATED TO COVER
ROBOTIC SURGERIES
as modern treatments,
either with or without
sub-limits, according
to IRDAI Health
Regulations of 2019

elaborate froma traditional foritsminimally invasive
surgery, would leave him in approach and faster healing
shock. After submitting his times, policyholders often find
claims, he was told by the themselves facing unexpected
National India Insurance limitations while submitting
Company that it would only claims. Robotic surgery in-
cover25% of thesumassured.  volvesthe useof arobotic
Jalan's, however, isn'tan strgical system, which assists
isolated case of disappoint- thesurgeon in performing
ment with the insurer. preciseand minimally invasive
Whileroboticsurgicaltech-  proceduresand iscommonly

nology is gaining popularity used for intricate surgeries,

ROBOTIC SURGERY does not constitute

a substantial proportion of insurance INSURERS

claims data due to its emerging status SAY that

putting
¢aps brings
certainty

to the costs
associated
with robotic
surgeries

such as those involving tissue
removal around the brain,
large blood vessels, heart
surgeries, joint replacements,
cancer removal and treatments
for critical organ-related
cancers,amongothers.

Insurersare mandated to
cover robotic surgeries as
modern treatments, either
withor without sub-limits,
accordingtothe Insurance
Regulatory and Development
Authority of India(IRDAI)
Health Regulations of 2019,

Asof now, robotic surgery
does not constituteasub-
stantial proportionof in-
suranceclaimsdataduetoits
emergingstatus. Insurersare
cautiousand tend to impose
caps, eitherasapercentage of
the sum assured or as fixed
sub-limits.

Caps Bring Certainty: Insurers » 6

Interview | Robotic Surgeries may not be fully covered | Prasun Sarkar

(aps Bring Certainty,
say Insurance Firms

» FromPage1

“The rationale behind these caps
is the uncertainty surrounding
the costs of such emerging tech-
nology,” explained Prasun Sarkar,
Chief Actuary, ICICI Lombard.
“By imposing such limits, insur-
ance companiesare lookingtopro-
vide policyholders affordable pre-

miums with cost certainty for this
= evolving landscape
of robotic surgery
:;:‘"“ expenses. Though
modifying many companies
like ICICI Lombard
the insurance
bassd do not have such
m o sub limits against
such surgery ex-
experience penses”.

Insurers say that putting caps
brings certainty to the costs asso-
clated with robotic surgeries,
which can vary significantly from
one hospital or healthcare provid-
ertoanother.

“Robotic surgeries can be expen-
sive, and thus, capping is neces-
sary to maintain affordability in
pricing,” explained Sanjay Datta,
former head of underwriting at
ICICI Lombard.

Insurance companies are still
modifving the insurance plan
based on their experience,
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ICICI Lombard

ICICI Lombard unveils 'Cloud

Calling' feature, transformi

motor claims interaction a
accelerating settlements’

MUMBAL SEPT 7 ICICT Lombard , cne of Indan's beading
prvate genersl insurers, urmredied s latest technologicsl
wnoeaton, e Clood Calkng feature The unique festure
15 desygned 10 reshape custamer comeranication durmg the
moter clagns process by erhanang CULOmaT expenence,
expediting claums settlements, snd underscore ICICT
Larbard's commament 0 leveragng osting-edge tecdhinol.
ogy to meet the evolving needs of itz valusd customers

‘Cloud Calling” wtrodudes » paradigm shufl in how dasme
are managed and settied In the conventional process, ol
tiple telephonxe commuracations between Sie Qustcener
Savice Mmnage (CEM) and the customer were requered,
leadng to pctertial delays mnd ineflionaes Recogrizng
this challenge, ICICI Larbard now argowers cutomers
and clums managers sldos wgh 3 dedicated vrtual number
for seamnless and effiont commumacation Thesurague fes.
ture transforms the claams joumey mito » amodcth, transpar
erd, and well-coordnated process, agndicartly edancng
custamer atulaction

Commenting on the new feature, Gaurav Arara, Chuel
Underwniting & Claims Property & Casalty ot ICIC
Lombard, md, *In the ever-evciving costemporary land
scape, cur unwavenng focus canters on the augraentaton
of the customer clums JUMPR CuROmer expenenoe
Through the mnovative tegration of ‘Cloud Caliing.' fes
ture we ar resclutely cammrrutted to hamesning technolog)
cal sdvancemnents that transoend the bamers in commmung
caion between chans owners, engineers managers, and
custarners, thereby culimunating i mn expedited and opls.
muded clams se@lemert parsdign *

Since s moeplicn, the *Cloud Calling” festure has ol
ready connected coerd lac custoemars, peoniding mrrnediate
supportiassutance and bll now addressed 5% of cus
tormers quertes mised regarding mactor clasens process Thas
maletone stands 23 3 testimonyto e efficacy and relev ance
of s mnovation, a2 ICICT Lombard contumes to redefine
indutry standards

Arces Sarther added " The thought betund the new faature
stare from a peofound realization ~ that whule tedhnclogy
enhances dficiency, the ezsence of human mterasction
maatn be lost We desgned e festure 1o bodpe the pap
between convennance ind persanal touxch By fcdtatng
diret comeruracation betw o clams owners and catom
erz, Choud Calling' nct only expedites the clasms process
bt slsoundersoares cur oo trnert L0 hurman <endne ter
vice™ WET OURIAY

- s - an a— _ - .

‘Cloud Calling’ Feature

Chennai:
ICICI Lombard  has
unveiled its latest
technological innovation,
the “Cloud Calling™
feature. The unique
feature  introduces a
paradigm shift in how
claims are managed
and settled. In the
conventional process,
multiple telephonic
communications between
the Customer Service
Manager (CSM) and the
customer were required,
leading to potential
delays and inefficiencies.
Recognizing this

challenge, ICICI

Lombard now empowers
customers and claims
managers alike with a
dedicated virtual number
for seamless and efficient
communication,

This unique feature
transforms the claims
journey into a smooth,
transparent, and well-
coordinated process.
significantly enhancing
customer satisfaction.

The merits of
this innovation are
multifaceted. offering
benefits that encompass
the entire claims lifecycle.
Customers now have a
single contact point to

reach their designated
CSM. fostering ease
of communication.
Call connectivity is
streamlined, with
comprehensive call
tracking platform .
enhancing transparency
and accountability.

The virtual number
allows for automatic
redirection to the
appropriate  manager in
the event of CSM is
occupied, thus ensuring
that no customer
query is unattended .
Additionally, the feature
includes call recordings,
providing insightful

data for analysis and
continuous improvement
in customer interactions.

Since its inception, the
“Cloud Calling” feature
has already connected
over 4 lac customers,
providing immediate
support & assistance and
till now addressed 95%
of customers queries
raised regarding motor
claims process. This
milestone stands as a
testimony to the efficacy
and relevance of this
innovation, as ICICI
Lombard continues
to redefine industry
standards.
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ICICI Lombard unveils ‘Cloud

Calling' feature, transf om;:?

motor claims interaction
accelerating settlements’

MUMBAL SEPT 7 ICICT Lomdand , oo of Indi's lesding
povite goersl suuren:, uvaled s latet teckhnolopiaal
noviton, Sve " Cloud Caling” festure The unaque festure
11 dergned 10 reshape Custormer comITIcon S the
motar daens procen \y erhancng cuotrer axgenence.
expediting cloms setilemments, s3ad underscore ICICT
Lonbanrd's compntmt 10 leveragng ofting -«dge lednol
Ogy Lo mmet the evolring needs of ds valoed customery

“Cloud Callng” wtroduces s parsdogn salt mhow daars
are managed and vettied In the convanional process, oul
ik wigphme cavmurscticns baween e Quitoener
Service Mmager (CRM) and She cuutiomes were tegared
lesdng o pctertal delays ind mefficincies Recogruzing
the dhallenge, ICICT Lormbard now arpowery custoeners
and clauma ramagers aldor wieh a dedicated vrtual ruarder
for seamnlens and offj0ent cngrussction That uraque (e
tuce tranforms the clasns joumey B30 3 snocth, rwapar-
eet, and well-coordnated process, agndicantly mbancag
customer satafaction

Corpnanting oo the new festure, Osuraw Arcrs, Otaef .
Underwriting & Claems Property & Cazaalty &t ICICT
Lombard, sad, *In e evaravciving costemporary land-
sage, our urwarenng fooum centers on B sugmentation
of the cutorner clamna ) & cutomer Xy enemon
Through the mnovative rtagnteon of ‘Cloud Calling” fea
ture we are resclutely cammutied to hamernng technologs
cal sdvancements tht transoend the bamert i cortmming
cation betwee: chhans cwners, engineers maragers, od
outomner, thersdy cilinurating = = expedited and opts
mased clumg seftlemert parahign *

Snce s moeptacn, the *Cloud Calleng® Sesture has 2l
resdy connected overd lac cutome s, provideg srrmedute
ngparthactutance md il now sddressed $5% of cus
Sormars quartes maided reganding metor caems process Thas
maletone sands a2 3 testamonyto e efficacy ind relev nce
of thes mnowatson, 31 ICICT Lornbard contenses Lo redefine
wdatry standacds

Arcea Sarther added "Tha thought belund e tew fmature
sterras froem 8 peofound realutataon - that winle tecddnalogy
mmhances efficiency, the sstence of human stesction
et be Jost W desygned s fealirre 1o bndpe e pp
batween conversence ind perscoal touch By Dodeatng
derect campmaarucation betw emn clams owners and cugom.
s, ‘Chood Calling not only expedites the clasns process
bt slsounderzoores aur comrenstonert Lo hurnan Ceane 1er-
e

AU Small Finance Bank



Exclusive Interview | IL TakeCare app drives a digital shift | Sheena Kapoor

Check health vitals
with FaceScan on the
IL TakeCare app.

Yeh out of this world hall

By Pooja Yadav | Published: 18 Sep 2023, 5:101ST MARKETING

ICICI Lombard's IL TakeCare app drives a
digital shift in the insurance industry

Offline channels prevail for most traditional players, while Gen Z and
millennials increasingly favour online platforms in the digital landscape.

The traditional landscape of the insurance industry, predominantly anchored in
offline channels, has undergone a remarkable transformation with the advent
of digitisation. Amidst this evolving landscape, one company, ICICI Lombard
General Insurance Company Limited, a well-known name in the Indian general
insurance sector, is taking the forefront of this digital transformation.

The brand just launched an ad campaign for its IL TakeCare App, demonstrating
its commitment to leveraging technology for simplifying and enhancing
insurance accessibility for everyone, Notably, the app has already amassed 5.6
million downloads.

Sheena Kapoor, head — marketing, corporate communication, and CSR, ICICI
Lombard says, “A major part of our user base are customers at large and not
just our existing policyholders. We have expanded our continuum of care and
created a platform that stands for well-being and protection and is not merely
transactional in nature for buying, renewing, and claiming settlements. We are
constantly innovating and adding features to the app —like FaceScan that
enables tracking your health vitals, 24x7 doctor consultations, dieticians or
consultations with mental health experts, pharmacy services, water reminders,
step-up challenges, ambulance services, and more. The central idea of the IL
TakeCare App being ‘out of this world’.”

Unlike popular, utilitarian, or entertainment-focused apps like Swiggy,
Zomato, Netflix, or Amazon, an insurance app may not seem like an everyday
necessity.



However, the IL TakeCare app also offers users a comprehensive suite of health
management tools. It provides a health dashboard for tracking fitness
activities, health parameters, and wellness goals. Users can consult with
doctors online, schedule health check-ups, and perform FaceScan to monitor
vitals. The app offers exercise routines and health tips. It also offers emergency
assistance, access to policy details, and insurance-related services,

Kapoor says that the app transcends the traditional boundaries of insurance,
evolving into a comprehensive wellness and well-being app. Consequently,
whether you hold an ICICI Lombard policy or not, you have access to a wealth of
healthcare services and resources.

The digital-led campaign has a master film and 4 shorties, and the tonality is
quirky and funny with two central characters: a base scientist and an astronaut
on Mars. The films depict an astronaut leveraging the app while exploring Mars
on amission, all the while relying on the IL TakeCare App to stay healthy with
the click of a button. Through this extra-terrestrial storyscape, ICICI Lombard
hopes to demonstrate how the app can provide customers with innovative and

Ogilvy designed the campaign with the tagline ‘Ye app out of this world hai’.

"Our campaigns have consistently received awards, and my team and 1, along
with our agency, take pride in that accomplishment. As for the IL TakeCare
campaign, it did great, During the campaign, we saw a 30% increase in people
downloading the app.”

The brand recently introduced another digital-driven campaign called
'Anywhere Cashless.' With rising medical costs, health insurance has become
essential for safeguarding our financial stability. However, navigating complex
claim processes and expenses during times of need can be overwhelming. In
response to these challenges, the campaign highlights the brand's innovative
solution, 'Anywhere Cashless,’ which simplifies the health insurance
experience.

Speaking about media spends, Kapoor says, “We have a smaller budget
compared to some of our digital competitors who have substantial funding
from venture capitalists. However, around 30% of our total budget goes into

relevant features for a healthy life.

our media spending.”

Apart from the launch of digitally-led campaigns the brand has also released a
new research report called "Digital Adoption & Customer Views on General
Insurance in 2023."

This study involved people aged 25 to 55 from big cities and smaller towns. Its
goal was to understand how people are using digital technology and what they
think about insurance.

As per the report, “53% of people know they can buy insurance online. But
when it comes to health insurance, even more people (58%) are aware they can
buy it online compared to motor insurance (50%).”

It further highlights that ICICI Lombard’s digital channel receives an
overwhelming customer satisfaction rate, with more than 90% of its customers
expressing their satisfaction.

Female customers show a higher incidence of using mobile apps for purchasing
policies, with 35% of them opting for this method. Furthermore, the research
report reveals that a greater proportion of women have used online platforms
for opening accounts, whereas men display a stronger preference for making
online payments, with 45% of them choosing this option.

In the realm of general insurance, mobile apps are the preferred online channel
for policy-related activities, with 59% of customers favouring them. WhatsApp
closely competes with websites as a favoured medium for online general
insurance activities. However, among individuals aged 45 and above, WhatsApp
(37%) and social media (25%) are less preferred options.

Kapoor says, “In the digital landscape, we observe a significant trend,
particularly among Gen Z and millennials who naturally lean towards online
platforms. Many customers start their insurance journey online, even if they
don't make a purchase right away. This follows the classic marketing principle
of moving from awareness to interest, desire, and action. The initial steps
involve research, where people compare policies, prices, and features. Some
even watch YouTube testimonials and read product reviews to gauge customer
experiences.”

She adds, “In the insurance industry, there are newer, digitally-focused players
for whom more than 90% of their business comes from online channels.
However, for the majority of traditional industry players, both private and
public, offline channels remain dominant. On the other hand, the travel
industry sees a substantial 70% of its business happening through digital

channple "



Exclusive Large Format | International Travel Insurance Research Study

Economic Times

Singles least inclined to
buy travel insurance

ONLINE BEST WAY
TO BUY TRAVEL
INSURANCE

1631’9‘ GI @ Married Destination, life stage determine need
a J without kids to buy travel cover, reveals an ICICI
oo Lombard survey on foreign travel.
2 trips Married
with kids

Least issues with package, most with online agency

Booking of airline tickets  47% 44% 32% 60%
Applying for visas 46% 48% 41% 55%
Finalising &:;'gnoklns of a7% ar% 32% 52%
Travel insurance 39% 39% 32% 43%
ATSSING WOGISIICS / 48% 51% a1% 43%

transport between cities

Most+Complete awareness

Online agency
raises travel
insurance
awareness

Planned Friends/
independently family did

tour operator

travel cover

58% buy travel insurance
for financial protection
Safety /
|
on
Coverage &
claim limits
Travel | ' |
destination ]
Travelling
[ days
Part of visa ts
requirement r (parents/
Pre-existing children)
medical Suggestion of
conditions travel agent

Online best way to buy @
travel insurance

Difficulty faced while buying Insurance

soxY Bwsg:“ 80% J 523
Bought oo ol travel agent
online  “branch b%':;m it tour obénmmi

For 71%, destination decides need for

Insurance for next destination

79% G \
| [ flpemn [,
| VISA l
76% 78% L \— l Aslan
Indian Africa —1 78% countries
L 83x% America /
Australia / New Zealand Canada

Source: Research Around International Travel Behaviours by 10K Lomnbard. The survey was conducted among 757 peoole i the 21-55 yoar age group, in metros and tier 1 oitles

The Economic Times Wealth is available at an invitation price of e8/issue. To book your copy. CONtACct your newspaper vendor or call 022-39898090; Email: crm.mumbai@timesgroup.com; SMS ETWS to 58888

The Economic Times Wealth, pubiistnd by Betimett, Coleaman & Co LA exarcisos doe core and caution in collect ing the data before publics-
on. Bnspite of (hse, If amy cemission, INaCOUracy oF printing srrors cocur with regand to the datx contalined in this newspages. The Eoosom:
e Thrmes Weadih will not be held oc Habide, T heccol does not const ttsne axry Sorms of sdy o, recommendation or sr-
rangement by the newspages The Koonem e hm“b-.!h-l" ot b Lialde for any ditect o lndirect Jossos catisod Docsmse of foaders’ re
Tiamoe oo (e sarne 1 mak oy any specific or ofher Socialons. Bes are recommwendod nma ke apgeuptiate engulttes and seek apgeogey
ate sy sow Dedore maad brg atry specafic of other decis boss

Publiahad for the proprictons,

etors, Bennets, Coleman & Co Lid &y R Kristmamurthy ot The Times of India llulldm‘ D DN Moad, Mumbal $00001. Tel No
(0E2X) GO0 2000, 2770 AR Fax: $00) 2270 2564 and primted by

him o (1) The Times of India Suburtan Press, Alurd) load, Wosters EKxpoves Mighway
Thane

St 1) (), Mistmba i-900001 Tt No - $002) 3TN, J0NT21, Facx: (027) 20725 (2) The Times of India Print Ciry, 196 No.&, TTC. lodustraal Arva,
Thelaguer Wood, Atroll, Navd Musnbo b-400708. Tel No.: (022) 2760 9905, Fax 022) 2% 5275

Ednor: Babar Zadi (Mespons ible for seloction of mews under I'IRE Act) © Beproduction ln whobe or in part without written per miseson of (he publisher s
prodatdted. Al rights reserved. INT No MAKENG 2004/ 37080,



Press Release| International Travel Insurance Research Study | Sheena Kapoor

World Tourism Day 2023: 92%
intend to buy travel insurance
for their next overseas trip.
Says survey

ssistierie | Aboor Ray

Updatedt 27 Sep 2023, 1207 PMIST

On the occasion of World Tourism Day, ICICI Lombard General Insurance
released an exclusive consumer study report titled “Research on Travel
Behaviours 2023" today. The study provides valuable insights that offer a
distinct viewpoint on the changing realm of travel insurance and the
inclinations of Indian travellers.

The company unvetled a study on the international travel habits of Indians,
which revealed that 76 per cent had purchased travel insurance for their
most recent trip, and a staggering 92 per cent expressed an intention to
acquire it for their next journey. The findings also highlighted that an
impressive 73 per cent of respondents exhibited a strong awareness of the
significance of travel insurance, emphasising the growing recognition of
the need to protect travel experiences. Additionally, the study revealed that
awareness of travel insuranse increases with different stages of family life,
with married couples with children being the highest group purchasing
travel insurance at 78 per cent, followed by married couples without
children (67 per cent), and singles (66 per cent),

The study conducted an in-depth exploration of the mindset of Indian
travellers, uncovering their distinct preferences, awareness levels, and
behaviours within each customer category: families, couples, and singles.
By conducting this rescarch, the insurer illuminated the existing challenges
associated with organising and carrying out international travel, identified
any existing gaps or unmet needs that could be addressed, and examined
how these changes might impact the landscape of travel insurance in India,

Sheena Kapoor, Head Marketing, Corporate Communications & CSR, ICICI
Lombard, sald, “These statistics underline a growing consclousness among
travellers to safeguard their travel experiences and protect themselves
against unforeseen events. It is indeed encouraging to see that travel
insurance is no longer an afterthought but a proactive choice for a majority
of respondents. Additionally, the correlation between family stages and
travel insurance awareness is a noteworthy discovery, demonstrating that
individuals are increasingly recognising the importance of securing their
travel plans, particularly as they progress through various life stages.”

Notable findings from the research include:

In terms of travel conduct as a whole
Individuals with children are more inclined to take more than two trips
annually

* When comparing age groups, 61 per cent of individuals in the middle-aged
group tend to embark on two or more trips in a year, whereas this percentage

Coverage Garnered — 32 Print and 46 Online

Times of India

Only a fourth of international travellers bought
insurance: Survey

Mumbai: In a recent survey conducted among international travellers from

India, a substantial 76% said that they did not buy travel insurance for their
last trip. The reasons given by the respondents for not buying insurance
Included lack of awareness, short-trip and staying with relatives.

Interestingly, 71% of respondents indicated that their choice of travel
destination plays a crucial role in determining their need for travel insurance.
The perceived necessity for travel insurance is the highest when individuals
plan to visit Australia or New Zealand, with a resounding 83% considering it. In
contrast, the need for insurance is comparatively lower when planning trips to
the Middle East, with 74% acknowledging its importance in such scenarios.

The survey conducted by Hansa Research for ICICI Lombard was conducted
among international travel in Metros/ Tier 1 towns across four zones (East,
West, North and South),

The intention to purchase travel insurance also exhibits variations based on
different life stages. Singles with fewer responsibilities show a slightly lower
Intent at 87%. However, this percantage increases In tandem with the level of
responsibility, with 92% of couples opting for travel insurance. This figure rises
even further to 94% among couples with children,
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Only 24% Of People Bought Travel
Insurance In Their Most Recent Trips,
92% Intend To Buy: ICICI Lombard
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Only 24 per cent of people purchased travel [nsurance for thelr most recent trips,
and 92 per cent plan to buy it for future journeys, according to 2 report by ICICI
Lombard. The report titled "Research around Travel Behaviors™ sheds light on travel
preferences of individuals aged 21 to 55 years. Almost 50 per cent of respondents
faced an Issue while purchasing thelr travel insurance, ICICI Lombard said In a press
release on Wednesday citing the study.

The study interviewed 757 individuals who made at least one international non-
work-related trip over the past year and those planning international travel in the
next one to two years.

Travel Insurance

Furthermore, of some 50 per cent of respondents who faced an issue while buying
travel insurance, an overwhelming 80 per cent sald they found purchasing travel
insurance the most

difficult when someone else is booking their insurance coverage.

Preferred Travel Destinations And Travel Trends

Southeast Asia and the Middle East emerged as the top choices for travellers.
European destinations are also popular, particularly among Noeth Indian travellers,
Additionally, the study unveiled that 47 per cent of respondents intended to travel
during the summer, coinciding with school holidays, while the monsoon season is
the least popular travel season. The younger people prefer to travel to the Middle
East, while the middle-aged group leans towards Southeast Asia.

Respondents with kids are more inclined to have more than two trips a year, Those
aged 21 to 55 stand out, with 61 per cent saving they undertake two or mote trips
annually. Similasly, such trips are one in three for those aged 45 and above., Those
who take two or more trips have shorter vacations, 11 to 12 days. People taking one
trip annually spend 15-14 days on vacation.
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Tourism Quest Asia Insurance Post

92% Intend to Purchase Travel Insurance for their Next
International Trip - ICICI Lombard Research on Indians’
International Travel Behaviour
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Press Note | IL distributed raincoat, road safety material to Patna Traffic Police
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Press Note | IL distributed Helmet in Tripura as part of Insurance Awareness
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